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Proofs 


Detroit is planning a community 
advertising campaign, but haven't 
the automotive companies done a 
pretty good job already? 


~ Vv 


Protest against Pabst’s claims that 
“millions of smart homes” serve 
Bine Ribbon beer of course came 

yn an advertising man. But no 
consumer is likely to deny the soft 
impeachment. 

_: v 


The lumbermen may put an adver- 
tising tax into their NRA code. This 
blue eagle stuff is beginning to look 
more sensible every day. 


a 


Thirty-two per cent of non-users 
expect to buy electric refrigerators 
this year, a Norge survey reveals. 
Something ought to be done to keep 
these hot prospects from cooling off. 


a 


“Watch the Fords go by” is a 25- 
year-old advertising slogan which has 
just been revived. The advice may 
be intended especially for the spon- 
sors of Chevrolet and Plymouth. 


y,gwyY 
Charlie Chaplin is reported to be 
backing a California vineyard com- 
pany. He's determined to stay in 
the smiles business. 
v v v 


hold milk-bottles in 
the baby can be fed 


A device to 
place so that 


without attention is now being 
placed on the market. The hand 
that rocks the cradle is about as 
obsolete as the cradle. 

vgwuy 


In spite of the successful efforts 
of mothers to dodge the chore which 
nature intended them to perform at 
baby-feeding time, they are still pro- 
ducing the babies, which is perhaps 
the main thing, after all. 


vey, 

Heinz is the latest advertiser to 
intake a direct attack on the baby 
market. It’s never too early to 
begin learning about the 57 varie- 
Ties, 

vgwpy 


The new code forbids publishers 
‘0 nake rate concessions to adver- 
Users. No matter how they may 
Struggle against it, the space manu- 
lactirers may yet have to make 
some money, 

vgwuy 
\iemite scored a 100 per cent 


sale 


success in establishing its new 


hydraulic lubrication system. And 
stil] 3 
ll they say that oil and water 
don't: mix. 


vweesy 

Advertising photographers are con- 
'ronted with the difficult and haz- 
task of making pictures of 
chorus girls back-stage for that new 
, hiclets series. Something ought to 
e done about this. 


ardous 


*, ¥ F 


Draper - Maynard features tennis 
om with the aid of a good- 
gene girl attired in shorts. If they 
“popularize the costume, the 


fy e , 
ture of the game is assured. 
vvwy 
sep listening to all the slams at 
« ertl 


‘Sing at the Tugwell bill hear- 
Senator Copeland is going on 


, «\r Tor Nujol. He wants to show 
“= Can take it. 


ings. 


the 


Copy Cur. 


ASKS REPORT ON 
SELLING BY BOYS 
OF PERIODICALS 


President's Order Extended 
to Graphic Arts Code 


Washington, D. C., Feb. 28.—Presi- 
dent Roosevelt on Saturday issued a 
new executive order in which the 
comments of the President on the 
sections authorizing sale of publica- 
tions by minors and on the freedom 
of the press was extended to include 
the graphic arts code, as well as the 
newspaper code. 

“The government members of the 
code authority of the graphic arts in- 
dustries shall give particular atten- 
tion to the provisions authorizing 
minors to sell newspapers and period- 
icals, and to deliver newspapers, 
periodicals, and advertising newspa- 
pers,” the order said. “They shall re- 
port to the President not later than 
60 days hence. 

“My comment with respect to Arti- 
cle VII of the code of fair competi- 
tion for the daily newspaper publish- 
ing business applies also to Section 
17(b) of the code of fair competition 
for the graphic arts industries, but 
said Article VII of the code of fair 
competition for the daily newspaper 
publishing business and said Section 
17(b) of Article I of the code of fair 
competition for the graphic arts in- 
dustries are nevertheless respectively 
approved as submitted and without 
modification, condition or qualifica- 
tion.” 

Effective Date Postponed 


At the same time, following a con- 
ference here between administration 
members and the code committee of 
the American Newspaper Publishers 
Association, the effective date of the 
newspaper code and the newspaper 
section of the graphic arts code was 
postponed to March 12. The publish- 
ers contended that the original effec: 
tive date, Feb. 26, would not have 
given them sufficient time to prepare 
for operation under the code. 

George Buckley, former publisher 
of the Chicago Herald and Examiner, 
and now vice-president of the City 
Bank Farmers Trust Company, New 
York, has been named as special as- 
sistant to General Johnson to handle 
newspaper code details. 


Newspaper Group Picks 
Its Code Authority 


New York, March 1.—JIn addition 
to Howard Davis, New York Herald 
Tribune, and president of the Ameri- 


can Newspaper Publishers Associa- 
tion, who under the terms of the 
newspaper code automatically _ be- 


comes chairman of the code author- 
ity, a special committee of the A. N. 
P. A. yesterday picked its four other 
representatives on the code. They 
are: 

Paul Bellamy, Cleveland Plain 
Dealer; Harry S. Webster, Sun-Tele- 


gram, San Bernardino, Cal.; J. L. 
Stackhouse, Empress, Easton, Pa.; 
and John Stewart Bryan, Nevws- 


Leader, Richmond, Va. 

In addition, the following were 
picked by the various other news- 
paper associations given representa- 
tion on the code authority: 

New England Daily Newspaper As- 
sociation, William H. Reed, Gazette, 
Taunton, Mass. 

Southern Newspaper Publishers As 

(Continued on Page 17) 


Copeland Bill Encounters 
Rough Going at Hearing 


Grocery Group Leads Assault 
on Measure; Author of 
Bill Under Fire 


Washington, D. C., March 1.—The 
new and revised Copeland bill hear- 
ings opened with a qualified endorse- 
ment, which, with the exception of 
representations from some of the con- 
sumers’ groups, constituted the only 
encouragement which the senate 
commerce committee members re- 
ceived in their first day’s hearings. 

Cc. C. Parlin, of the Curtis Publish- 
ing Company, representing the Na- 
tional Publishers Association, en- 
compassing more than 150 publica- 
tions, declared that his organization 
now found the bill ‘‘unobjectionable”’ 
insofar as the publishing interests 
were concerned. “We recommend 
not to oppose its passage,” he de- 
clared, adding that the publishers, 
while not entirely satisfied with all 
its features, thought it best not to 
longer impede its progress toward en 
actment. 

In a brief statement Mr. Parlin re- 
quested that the commerce committee 
give careful consideratio¥ to the ob- 
jections of the manufacturers who, 
he said, “are more competent than 
we to indicate possible changes nec- 
essary to prevent injury to their busi- 
ness.” 

Protects Consumer Interests 

Senator Capper and others of the 
committee questioned Mr. Parlin on 
his qualified endorsement, declaring 
that in effect, while the publishers 
gave what amounted to a negative 
endorsement, at the same time, they 
urged the cause of the manufactur- 
ers. However, Mr. Parlin maintained 
his stand that since the committee 
had eliminated the features of the 
bill which appeared objectionable, 
there could no longer be official ob- 
jection from his group to the meas- 
ure as it now stands. 

“We believe that the interests of 
the consumers are fully covered,” 
said Mr. Parlin. “Your committee 
has agreed to some curtailment of the 
power given to the Secretary of Ag- 


AGENCY 


MAN DEAD 


Frank J. Coupe 
(Story on page 8) 


| riculture which seemed to us to be 
‘autocratic. The definition of false 
advertising was changed to suit our 
desires. We are satisfied that with 
these principal objections removed, 
the bill gives full protection to the 
consumers.” He then added: “But 
we will not oppose other amendments 
of groups such as the manufacturers, 
since they are more competent than 
we to voice their sentiments and 
views.” 

Charles Wesley Dunn, speaking for 
the Associated Grocery Manufactur- 
ers, found much to criticize in this 
new Copeland Bill (S-2800). He 
criticized the bill in its technical 
phases and in its general purpose. He 
maintained with some show of heat 
that constitutional objection could be 
made to exemptions granted to pub- 
lishers, to advertising agencies, to 
the radio. 


“Those Who Pay Hurt” 


“It is not the publishers that are 
now hurt by this bill,’ he declared 
(Continued on Page 14) 


Last Minute 


News Flashes 


McCann-Erickson Named for Shredded Wheat 


New York, March 2.—-McCann-Erickson, Inc., named two weeks ago to 
direct biscuit advertising of National Biscuit Company, has been apointed 
to handle advertising of this company’s subsidiary, Shredded Wheat Com- 
pany, in the United States, except for the Pacific coast territory, which re- 
mains with Botsford-Constantine & Gardner. 

Kenneth Groesbeck, vice-president of the agency, is in charge of both 


accounts. 
papers will be released shortly. 


Plans for immediate advertising in women’s magazines and news- 


John and Adams Leave Campbell-Ewald 


Detroit, Mich., March 2.—W. A. P. John, vice-president, secretary and 
a director, and James R. Adams, vice-president, have resigned from Camp. 
bell-Ewald Company, effective immediately. 

Mr. John was account executive on Chevrolet, and Mr. Adams contacted 


the Cadillac and Pontiac accounts. 


The two men will open their own agency under the name John-Adams, 
Inc., 916 Fisher Bldg., Detroit, March 5. 


Dennison New Industrial Advisory Board Head 


Washington, D. C., March 2.—Henry S. Dennison, president, Dennison 


Mfg. Company, today took office as 
board of NRA, succeeding Pierre S. 


chairman of the industrial advisory 
duPont. Morris E. Leeds, president, 


Leeds & Northrup, took over the newly created vice-chairmanship. 


CANT MAINTAIN 
RETAIL PRICES, 
COURT DECIDES 


Mixmaster Loses Case to 
Drug Chain 


Wilmington, Del., March 1.—Main- 
tenance of manufacturers’ resale 
prices is no closer under NRA codes 
than under the sway of rugged indi- 
vidualism, it was indicated by a de- 
cision of Federal Judge John P. 
Nields, who denied a temporary in- 
junction to the Chicago Flexible 
Shaft Company against the Katz 
Drug Company, of Kansas City, St. 
Joseph and Des Moines. 

The drug company sold the Mix- 
master, household food mixer, for 
less than $21.00, the retail price 
designated by the manufacturer and 


One of the allegations was that the 
Katz Drug Company’s policy violated 
Article 8 of the Retail Drug Code. 

Judge Nields ruled that the evi- 
dence failed to prove that the drug 
company had sold the mixing ma- 
chines below cost, hence had not 
violated the code. 


Can Set Own Price 


“The defendant has the right to 
sell the machines, which it buys out- 
right,” said the decision, “at a rea- 
sonable profit to itself, even though 
the prices paid are less than the 
price at which the manufacturer is 
striving to maintain all retail prices. 
To restrain the defendant from sell- 
ing the plaintiff's products at less 
than $21.00 would destroy that right. 

“A manufacturer who has sold his 
product outright may not contract 
with his purchaser or by cooperative 
methods or confederation with oth- 
ers, dictate and maintain a fixed re- 
tail price. Such contracts and such 
practices are unfair competition, are 
in restraint of trade and are contrary 
to public policy.” 

The court added that it found no 
proof of the plaintiff’s contention 
that the drug company had formed 
a plan to injure the Chicago manu- 
facturer’s business and good will and 
to carry on unfair competition. 


Drug Company Gives 
Publicity to Case 


Kansas City, Mo., March 1.—De- 
scribing itself as “the only drug firm 
in America which has fought every 
attempt to raise the cost of life’s 
necessities,” the Katz Drug Company 
is using full page advertisements in 
the local newspapers to make capital 
of the Wilmington decision on the 
resale price of Mixmasters. 

A newspaper clipping telling of 
the ruling was displayed by a smil- 
ing cat, the company’s trade-mark, 
while gigantic headlines asserted 
that “a victory for Katz is a victory 
for the people!” 

“The Katz Drug Company has 
steadfastly resisted all price-fixing 
agreements,” said the copy. “It does 
not belong to any associations 


the latter sought a restraining order.. 
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whose sole purpose is to raise and 
maintain prices. 

“Katz has always fought every at- 
tempt to raise the cost on life’s ne- 
cessities. It believes, as do Presi- 
dent Roosevelt and the national re- 


covery administration, that the 
greatest service it can render to- 
ward recovery is to keep prices 
within reach of the great mass of 
people, whose wages and salaries 
are still low.” 

It concluded with the statement 


that “Katz low prices are the result 
of large scale buying and efficient 
management.” 


Introduce Soup Quik 
Wylers & Co., Chicago, are secur- 
ing distribution for Soup Quik, soup 
concentrate made by Herman 
Schmidt & Co., Berlin. It is packed 
in glassine bags. Advertising plans 
are indefinite. 


Will Handle Cigars 
Lawrence Fertig & Co., New York, 
have been apointed by Garcia 

Grande Cigars, Inc., New York. 


Turner With Maxon 


Col. Roscoe Turner, noted pilot and 
transcontinental air record breaker, 
has joined the staff of Maxon, Inc., 
Detroit. 


Secret Thoughts 
Bared in Wonder 
Bread Campaign 


New York, March 1.—The strange 
interlude type of copy has been re- 
vived in the new campaign of the 
Continental Baking Company featur- 
ing the slenderizing effect of its 
Wonder wheat bread. 

The new copy is running in New 
York and Buffalo newspapers. Batten, 
Barton, Durstine & Osborn, Inc., is 
the agency. Officials report an en- 
larged budget and plans to start 
radio and outdoor campaigns soon. 
The newspaper campaign is sched- 
uled to run later in some 30 eastern 
and middle western cities. 

Over half the space, 1,000 lines and 
less, is devoted to illustrations which 
show three persons, man, wife and 
slender woman in a center white 
background flanked by broad borders 
which carry the actual balloon con- 


versations and cloudlike white 
patches giving the persons’ real 
thoughts. 


One of the largest advertisements 
to appear so far shows a married 
couple at a dining table, the wife 


rather heavily upholstered. A slender 


young woman passes. The husband 
remarks that “she’s all right — but 
you’re the one for me, Mary!” and 
Mary replies “Oh, Bob, you’re always 
saying such nice things.” 

Real thoughts are these: 

He—Boy I wish Mary looked more 
like that! 

She—Poor me. I couldn’t get a 
figure like hers in a thousand years. 

The bread is presented as “the suc- 
cessor to whole wheat bread” and 
copy notes that it is harmonious to 
the prevailing medical opinion that 
too much roughage harms sensitive 
digestive tracts. 


Reutter with National 


Karl J. Reutter, photographer, has 
joined National Studios, Inc., New 
York, as chief camera man. He was 
formerly with Alfred Cheney John- 
ston. 


Kennedy to New York 


E. C. Kennedy, for three years 
western advertising director of Condé 
Nast Publications, has been trans- 
ferred to the New York office. 


With “Nation’s Business” 


For the past eight years national 
advertising manager of the Colum- 
bus, Ohio, Citizen, Arthur Windett 
has joined the advertising staff of 
Nation’s Business in Chicago. 


c 


Ken-Rad finds 


A scene from a “*Ken-Rad Unsolved 
Mystery”? broadcast showing Dr. 
Kenrad, Sgt. O’Callahan, his assist- 
ant, and a woman suspect. 9:30 
E. S. T. on Friday night finds the 
WLW audience gathered around its 
radios to hear this sensationally 
popular program. 


to be “the only general 


medium necessary” 


N January, 1933, The Ken-Rad Corporation instituted a 
series of “Unsolved Mystery” broadcasts over WLW. 
Recently their contract was renewed for another year. At 
that time Mr. Carl J. Hollatz, Vice-President and General 


Manager of the company said: 


‘When we began our ‘Unsolved Mystery’ broadcasts, we con- 
sidered them in the light of an advertising experiment. 
Within a short period of time we realized that they had de- 
veloped into an excellent business investment. 


“For the year 1934 we have considerably curtailed all other 
forms of consumer advertising because we consider WLW to 
be the only general medium necessary. 


“These broadcasts have definitely increased both the number 
and quality of our dealers and have proved a remarkably 


effective influence upon our distributor organization. 


The 


response we receive each week from the public indicates the 
interest which has been aroused in Ken-Rad Radio Tubes.” 


The complete story of these Ken-Rad broadcasts will be sent to 
any business or agency erecutive. 


A two-year survey to determine preferences for various 
trade-marked commodities has just been completed. Owners 
and major executives may secure charts covering their par- 
tieular industry by writing to John L. Clark, WLW, “the 
Nation’s Station”, Cineinnati. This material is not in- 
lended for general mailing nor can it be used for adver- 


lising purposes. 


Near the center 
of the dial 


Near the center 
of population 


THE CROSLEY RADIO CORPORATION 


POWEL CROSLEY, Jr... President 


CINCINNATI 


TEES 


CIGARETTES TOP 
LIST OF USERS 
OF NEWSPAPERS 


Advertising Records in 83 
Wities Revealed 


New York, March 1.—Forty-eight 
products, in many different classifica- 
tions, were given more than a mil- 
lion lines each of advertising assist- 
ance in the newspapers of 83 cities 
measured by Media Records, Inc., 
during 1933, a special tabulation by 
this organization shows. 


The tabulation gives the lineage 
records of 2,104 automotive and gen- 
eral advertisers in 339 daily and Sun- 
day newspapers during 1933. 


As was to be expected, the three 
products which received the greatest 
advertising backing, so far as lineage 
in the newspapers measured was con- 
cerned, were cigarettes. Leading the 
list for intensive newspaper promo- 
tion activities was Camel, for which 
16,828,670 lines of newspaper space 
were bought in the 83 cities meas- 
ured in 1933. Next was Chesterfield, 
with 13,584,340 lines, while Lucky 
Strike occupied third place, with 12,- 
092,407. 

It must be pointed out in connec- 
tion with these figures, and those 
which follow, however, that they are 
by no means conclusive evidence of 
the relative amounts of space used 
in all newspapers in the country dur- 
ing the year, nor are they necessarily 
indicative of the standing of various 
products from the point of view of 
amount of money spent in newspaper 
advertising. 


Figures Are Inconclusive 


The figures presented here, giv- 
ing the lineage used for all 48 prod- 
ucts which were backed by a million 
or more lines of advertising in the 
newspapers mentioned are no more 
and no less than a record of the num- 
ber of lines of advertising used for 
each product in 339 newspapers, daily 
and Sunday, in 83 cities which were 
measured during 1933 by Media 
Records. Inclusion of more cities, or 
selection of different cities, might 
conceivably disturb the relative posi- 
tions of those products quoted, as 
well as those not shown, to a con- 
siderable degree. 


The newspaper lineage record of 
those products which used one mil- 
lion lines or more during 1933 in the 
cities measured follows: 


Gasoline and oils: Socony Vacuum 
Corp., 2,560,840; Gulf Refining Co., 2,- 
425,076; Standard Oil Co., Ind., 2,161,- 
962; Shell Petroleum Corp., 1,986,241; 
Atlantic Refining Co., 1,816,852; Sun 
Oil Co., 1,737,056; Continental Oil Co., 
1,655,041; American Oil Co., 1,530,996; 
Texas Co., 1,441,475; Sinclair Refining 


Co., 1,098,436; Tidewater Oil Sales 
Corp., 1,028,830. All figures in this 


classification are for all gasoline and 
oil products of the companies named. 
Passenger cars: Ford, 4,967,484; 
Chevrolet, 4,517,302; Plymouth, 2,945,- 
672; Dodge, 2,171,559; Pontiac, 1,751,- 
701; Studebaker, 1,703,334; Buick, 1,- 
235,420; Oldsmobile, 1,018,635. 


Other Classifications 


Tires and tubes: Goodyear, 2,119,- 
388; Firestone, 1,296,745; Goodrich, 
1,086,207. 

Alcoholic 
1,015,768. 


beverages: Schlitz beer, 


Refrigerators: Frigidaire, 1,451,829. 

Groceries: Wonder bread, 1,567,134; 
Chase & Sanborn’s coffee, 1,725,481; 
Kelloge’s All Bran, 1,127,611; Kel- 
loge’s Corn Flakes, 1,084,412; Rinso, 
2,651,923; Lux Flakes, 2,609,796; 
Oxydol cleaner, 1,628,114. 


Medical: Lydia E. Pinkham’s prod- 
ucts, 2,817,619; Fleischmann’s yeast, 
2,794,703; Bayer’s aspirin, 1,671,037; 
Ovaltine, 1,042,325. 

Miscellaneous: 
188,848. 


Wrigley’s gum, 2,- 


Radio sets: Philco, 1,085,916. 
Tobacco: Camel cigarettes, 16,828,- 
670; Chesterfield, 13,584,340; Lucky 
Strike, 12,092,407; Granger smoking 
tobacco, 1,404,249. 
Soaps: Lux, 3,587,166; Palmolive, 2,- 
549,891; Lifeboy, 2,327,837; Camay, 2,- 


Miscellaneous toilet requisites: Gil- 
lette safety razor and blades, 2,170,- 
662; Vicks antiseptic, 1,029,124. 


— 


‘National Park 
Year’ Creates 
Railroad Copy 


Washington, D. C., March 1.—The 
Department of the Interior has cre. 
ated a background for travel adver. 
tising by designating 1934 as Na. 
tional Park Year and a tremendous 
volume of tie-up copy by transporta.- 
tion systems, particularly railroads, 
is promised. 

The idea of National Park Year 
originated with Joseph H. Finn, vice. 
president of Reincke - Ellis - Young. 
green & Finn, Chicago advertising 
agency, who is also promoting a plan 
of coordination with western rail- 
roads. 

Harold L. Ickes, Secretary of the 
Interior, promptly adopted Mr. Finn's 
suggestion, his official proclamation 
containing this graphic summary of 
the appeal: 

“Citizens of America should coop. 
erate in the President’s recovery pro- 
gram by traveling at home. The 
national parks belong equally to 
every citizen of the United States and 
constitute our most priceless historic 
treasures, including many of the 
crown jewels of nature.” 

A series of 13 network broadcasts 
will be started Saturday, March 3, 
with Mr. Ickes as the initial speaker, 
In addition, 100 independent radio 
stations will carry continuities pre- 
pared by Isabelle F. Story, chief of 
the division of public relations, 
branch of research and education, De- 
partment of the Interior. 

Mrs. Franklin D. Roosevelt will ap- 
pear on the chain broadcast March 31. 


Advertising of 
Liguor Extended 


New York, March 1.—-Leading 
liquor companies are extending their 
advertising programs to popularize 
domestic brands. 

Schenley Distillers Corp., whose ad- 
vertising manager, William Guyer, 
has resigned, plans under Grover .\. 
Whalen, chairman of the board, to 
spend $2,000,000 this year, of which 
$500,000 has been appropriated to 
outdoor advertising for which a con- 
tract has been signed. April maga- 
zines will carry copy and the present 
list of 75 newspapers is being en 
larged. 

Penn-Maryland Company, Ine., of 
the National Distillers Products Cor- 
poration group, has launched an ex- 
tensive campaign through Erwin, 
Wasey & Co., Inc. 

At present limited to newspapers, 
it features six blend names, givins 
prominence to the labels in the 1,1) 
to 1,500 line copy. Trade papers will 
be used to advise of the consumer 
effort behind the blends. 


Salem Mensas Fuller 


and Smith and Ross 


Fuller & Smith & Ross, Inc., has 
been appointed by Salem China Com- 
pany, Salem, O., maker of china and 
pottery. 

The agency’s Cleveland offices have 
been greatly enlarged. 


Form Novelty Firm 


Specializing in materials «and 
novelties for advertising beverasts, 
James M. Heatherton, Morris A. 0S 
born and E. Baird Smith have orsal! 
ized the Beverage Sales-Promoti\! 
Company, New York. 


War Stories on Air 


“Roses and Drums,” drama of te 
Civil War, sponsored by Union Ce!" 
tral Life Insurance Company, will be 
presented in a series of six program 
beginning Sunday, March 11, @ ” 
p. m., EST, over a CBS network. 


Joins “Biloxian” 


J. F. Trabue, formerly with Bave" 
lein, Inc., New Orleans advertis!!® 
agency, has been named advertisin® 
manager of the Biloxi, Miss., Bior"""" 


Century to Klein | 
Advertising of the Century Blent: 
ing Corporation, Philadelph's. ba 
been placed with Philip Klei". Ine. 
Philadelphia. 
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_ es ONLY ONE BOYS’ MAGAZINE, 


THE OPEN ROAD for BOYS’ 


GAINED ADVERTISING LINEAGE* 


IN 1933 OVER THE 


PREVIOUS YEAR ... 


im, | In 1933 The Open Road for Boys also 


oo , Carried More Pages of Advertising 
vill 


Than Any Other Boys’ Magazine 


| spoapBOYS 


L. S. GLEASON, Advertising Manager 
122 East 42nd Street, New York City 


sink 
sins 
jan. 


- “ And the Open Road for Boys Gained, of course, In Advertising Revenue in 1933 


Inc. 


> ame ee gp" Te re gs a We pee Amer a po SL tes UL Ally colek es Mag es ees ee ee eee) 
aa Pes 53 Se SSN ; ‘ an is 
a wg Ss | . J. a 
; i g : 
‘ity! 
i ae aks 
i ae 
Meme’ | 
toe ees 
= oe 
a ; 
pk 
eek. 
fare 
, wa SS eo 
5 
it 
, é ae 
F 4 
7 VA 2 
1 / ee 
- “3 6 = 
a 
y <a 
fe ies 
a 
. 2 ee 
n rsa 
-., ome 
f a ee 
aig? ee: 
Bs tl Le 
a i 
)- ete fi 
- iy ge 
: a # sind 8 
e Sc ee sal 
ieee) 
0 sg 
a ato a all 
' he Peay 
vale 0 ie 
Seat 
See SY 
| ( — 
iS ie eed 
S Ses to 
Oy» a a 
oie ss = 
ae) sy ” ites be 
bY ’ ar 
e- cf ae 
aol “UR a 
of : // r . = 
. ee 
S, | eS 
| ' ‘ ee a 
a Bg 
/ a 
p- ; = 
is 
1. i 
7 
aa 
wee aor o 
‘ 2 * 
oo Ad 
‘ Pee ae 
y ean: 3 
Dore 
he = 
Wears a. 
ss ean ~ 
lg , er 2s 
oir very. > i 
TT. es nih 
se = 
eo i: yy 
2) 
ud- = §& , ae 
er mu 4 
> i | al 
; ’ 
to a9 Me 
ac 
ich ae 
“ae 
to ' ‘ 7 ees 
: ee ¥ 
; e eee f 
On- = / ee 
i / e 
wo - Pat 4 
sch ; ia eal, = 
ney — 
en - : i 
of jeer 
Coie 
‘or- ¢ a Zoe ? 
Cae 
ca a hale. Fis 
ee f 
rs, / 
urd 
See S ‘i 
eee. 
a ae 
as 
er of 
ner - 
| ee re 
Eee 
4 : bao Be : 
‘ EAE 
has -_ 
om- the ae al 
and ; ae Coe 
eae 
ave id 
a 
| Es 
and 
ges, 
Os 
van- 
tion 
the 
iy 
] be 
11>. 
7 a 
a 
4 
: P 
wer : 
‘ 
4 is 
: ee 
ae ; 
: RL rey 
ite tr , WORE. 
; gee Wear. 
Penre 7 ae < 7 ee ree: 
PRG ee fis pha” pee 
oN ue fas se Wig ee 8 (gener ec fe 2 ae ai ‘ #3 so ; ‘ a : ¥ mia i . pe % . Ray apes ES SE 
tg! ities < 4 ae a nets ‘ _ ix t Sinz ae ‘ ; ae 2 Sek Pa pet ee Os SI “4 we ty tes : ‘ f ’ oo t “ Pris ae nt, Z = et, ~ aa 3 agit S 4 ican ee + 
Z =, Bie U7. dee Peete ce Re ee Tey ee ee SE Ee me wt eS ot ete. Nee ere eed Paw t = Oe eee on aed is, fn Bo or om eg 4 pi Yaa te Te aR DS re AG te, Migr a es i ara he aS ae ¥, > On SNe een arr Oe) BORN ED engmean rt Cur emma yee est Ties a 
SAC UPS SE aa Sere eh Speak GHEE ENC Sian rns We Mena n me en ne Chee Manian ce CONE Ooh. Gk eames ee YR Ng REPS VST ORR TO ya ANE OE see BR ST a ey me ES Veen Soe NN, Bae etal GaN EE OTe a oe POMS AEE ODS ese fe 
iN: a rage eae ire Ut ea a ici aa \ ie Sa ga aman ers Bess Pa ee TS SRR Tee A teas. Sees - eae Sk See Se Re roe a Ne Sa ae Se Sea a a Pi aes Ae ae ae Ss 
Bs aaa is ae ee ey Se ty Ke ate oh ies + Ae 8 ee MTL 3 oe “5A a es ede = vy $ i tee oe Ty aw ¥.: Bah: rh ha “4 oe ib ot Soe 4 We: ae ae os ie oa rd a we ea, ES ee ats Shey ne eee aes a Re pet, Seat ees y vi oe . a as cant is i s ca tf ae s a “ nek Sheath ans vie ashe ae Pigs ot a 
ENG a Mn tag ad . Were SR Soom hte Ce Rn a “+ mee * see oye UR? ocaags Heirs Rta Si SN a, 9 2 a ee aick tae SS a Oe Sree dee a OM cil pat a ay A POUR CEE ene GARE a iy GEE eta hegmhl oer fe Peek. beatae A+ Ree” Sein warty cee 5 Tp. Gabe ict. ac nae ae a AES Re am ae 


~ 
Rae 
42 ae a wa | Lo 
ad ae eo 2 
- ee es 
<2 
eo 
tye 
q 
‘ 
Se 
Ss at 
* 2 


NR peas 
¥ ? Sa ee 


uae 


March 3, 1934 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Trade Mari 


Reaistered U. 


S. Patent Office 


ISSUED EVERY SATURDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 537 S. Dearborn St., Chicago 


New York Office, 330 W. 42nd St 


G. D. CRAIN, Jr., President and Publisher 


KENNETH C. CRAIN, Vice-President 


Tel. HAR. 7504 
Tel. BRyant 9-6432 


E. KEBBY, Secretary 


Advertising Representatives 


W. E. DUNSBY, Vice-President and Eastern 


Mgr., New York O. L. BRUNS, Chicago 


SIMPSON-REILLY, Russ Bldg., San Francisco, WALTER S. REILLY, Manager 
Bendix Bldg., Los Angeles, GORDON SIMPSON, Manager 


S. R. BERNSTEIN, 
RALPH O. McGRAW, Associate Editor 


Managing Editor 
HAROLD MONAHAN, Eastern Editor 


Correspondents in All Principal Cities 


Volume 5, No. 9 


March 3, 1934 


5 Cents a Copy, $1 a Year 


Tell the Consumer About Advertising 


The ideal condition of the con- 
sumer with reference to advertising 
is that he not be conscious of it, as | 
such, when he uses it as a source of 
but 


message. In 


information, conscious 
the 
words, advertising should merely be 


window 


buying 


only of other 


the through which he sees 
the product. 

However, so many critical state: | 
ments are being made and. circu- | 


lated about advertising, with the ob- 
ject of reducing public belief in it, | 
and thus interfering with the per- 
formance of its normal function, 
that it is no longer possible to main- 
the ideal 
time, 


situation 
Bernard 


tain suggested. 
Lichtenberg 


suggests, to take the case of adver- 


It is as 
tising to the public. 

The Advertising of 
America is preparing present 
public discussions of advertising, by 


Federation 
to 


radio and otherwise, and it is hoped 
that these will strike the 
the service performed by 
ing in making it 


note of 


advertis- | 


possible for con- | 
the widest 

| 
sible choice in buying, and to have | 


the maximum amount of 


sumers to exercise DOs- | 


informa- | 


that it is time for publishers to give 
more consideration to what they can 
do to stimulate the appreciation of 
value, to them, 
same thing ap- 
all other 
Every publication has 


their readers of the 
The 
plies, of course, to 
of 
a fundamental interest in increasing 
appreciation of and belief in adver- 
tising, and it us that the 
work of building up a_ favorable 
background advertising 
ance should be carried on regularly 


of advertising. 
types 
mediums. 


seems to 


for accept- 
and persistently, and not merely as 
an occasional effort. 

While work of this kind should 
not be considered primarily as a pro- 
motion for the medium, it would un- 
doubtedly regarded 
an extra 


be by advertis- 
since the 
readers of a publication which con- 
stantly provided accurate 
about the value of advertising 
to the consumer would obviously be 


ers as value, 
informa- 
tion 


better prospects for advertisers than 
they would be otherwise. And 
these added points in favor of me- 
diums would prove to be an impor- 
tant factor in promoting advertising 
for them. 


tion in making purchasing decisions. The main thing, however, is to 
In discussions of this character, | recognize that the public has been 
the power and the glory of advertis-|fed a great deal of propaganda of 
ing as a business activity should be| an unfavorable character. Contin- 
subordinated to the element of what | ued without opposition, this would 
the consumer gets out of it. Its job| tend to discredit advertising in the 
as an information service, and in| minds of readers. We do not. be- 
making the purchaser acquainted | lieve that such a destructive effort 
with the advantages of what manu-| would be successful, but it is cer- 
facturers and merchants have to | tain that specific efforts to inform 
offer, is the primary function which! the public about what advertising 
should be stressed most. | does for the buyer would provide 
While cooperative effort through | protection against the assaults, 
associations is a desirable method | largely unwarranted, now being di- 

for work of this kind, we believe | rected against it. 

The Graphic Arts Co 

phic Arts Code 

The feature of the graphic arts!seem to indicate almost certain in- 
code of most interest to periodical creases in many phases of produc- 


that 
regarding 
the 


publishers and advertisers is 
trade practices 
The of 
is that all advertisers must 
treated alike, and that no discrim- 
ination in favor of any one advertiser 
or group be practiced at the expense 
of others. 


covering 


advertising. basis code 


be 


Publishers 
that 
tempt 


frequently 
advertisers 


complain 
and agencies at- 


to obtain special advantages 
through concessions in rates, either 
directly or through the cancellation 
of short-rate bills, ete. 


unwarranted 


The remedy 
demands for con- 
cessions lies in the hands of each in- 
dividual publisher, of 
from now on it will mandatory 
the publisher to make no con- 
cessions to one advertiser that he is 
unwilling to make to all. 

The labor 


for 


course, but 
be 


for 


provisions of the code 


tion costs, and ultimately, therefore, 
im advertising rates. 
anticipating 


The necessity 
readjustments 
based on these increases has already 


of rate 
been recognized by a number of im- 
portant publishers, and will doubt- 
less be noted by all as the increases 
become — effective. Paper prices 
ago, 
as soon as code effects on paper pro- 


started rising several months 
duction costs became known. 

The possible effects of the graphic 
arts and newspaper codes upon pub- 
lishers and emphasize 
the importance of the code authori- 
ties which will administer them. It 
is to be hoped that action be taken 
promptly to organize the 
machinery for the administration 
and interpretation of the 
all interested in their 
operation. 


advertisers 


necessary 


codes to 
successful 


ee 


(aa 


rdner Rea in The New Yorker. 


Voice of the Advertiser 


No Coca-Cola Promotion 


in Warner Pictures 


To the Editor: We have just 
learned that a printed so-called “Spe- 
cial Bulletin” is being anonymously 
circulated among the newspaper offi- 
ces of the country, carrying a state- 


ment to the effect that “Coca-Cola 
has made a two year arrangement 
with Warner Brothers for a consid- 


eration of $1,000,000, by which Coca- 
Cola publicity becomes a part of the 
feature motion pictures be pro- 
duced by Warner Brothers.” The so- 
called bulletin adds that “The first 
film to carry such Coca-Cola publicity 
tie-up is entitled, ‘Heat Lightning.’ ”’ 

The facts are that this company 
recently concluded an arrangement 
with the Coca-Cola Company, by vir- 
tue of which that company is _ privi- 
leged to use the likenesses and 
names of the stars employed by us in 
its advertising, an arrangement 
Which Coca-Cola apparently thought 
beneficial to itself and which we feel 
is beneficial to us and to the per- 
formers under contract to us. 

That was the full extent of the ar- 
rangement made. There was no un- 
dertaking, suggestion, plan or 


to 


, 


thought for us to advertise Coca-Cola | 
either in our motion pictures or else- | 
where nor have we intentionally done | 


so. Our production “Heat Lightning” 
Was based upon a play of the same 
name which was produced in New 
York. Coca-Cola was mentioned in 
that play not as an advertisement but 


as a mere incident making for real 
ism. The same scene was copied ver- 


batim or practically verbatim in our 
picture for the same reasons. 

The so-called “Special Bulletin” 
cites as its authority an article which 
appeared in the Film Daily published 
at New York Jan. 11, 1934, and seeks 
to draw the deduction that we have 
surreptitiously, for a large consider- 
ation, undertaken to insert advertis- 
ing matter in our productions. The 
news item contained in the Film 
Daily and referred to above does not 
make any such statement. It was a 
true account of the agreement which 
was actually entered into between us 
and the Coca-Cola Company. It is 
not our intention or policy to incor- 


porate advertising in our. produce- 
tions. In fact, our intentions and 


policy are entirely the reverse. We 
intend to keep them free from adver- 
tising. 

S. CHARLES EINFELD, 
Pub- 


Pictures, 


Director of Advertising and 


licity, Warner’ Bros. 


New York. 
yw, 


Potent Answer to Gibson 


Comment on Air Prgrams 

To the Editor: In the Feb. 10 
issue of your valued publication there 
appears a letter signed by David B. 
Gibson in the columns headed “Voice 
of the Advertiser.” 

For a man who styles himself as 
an advertising man, Mr. Gibson lays 
himself open to indictment in rather 


merciless fashion. The basis of Mr. 


|Gibson’s complaint is that a child, 
as a result of a radio program, in- 
sisted that he be given cod liver oil 
in the modern capsule form, thereby 
avoiding the obnoxious fishy taste 
land odor that are characteristic of 
‘that product. 

| In the first place, Mr. Gibson’s let- 
ter is a splendid testimonial to the 
efficacy of radio in that his child 
attempted to persuade his parents to 
|}give him his cod liver oil in its mod- 
ern form. The point of Mr. Gibson’s 
letter, however, which makes him 
}appeur absolutely ridiculous, is his 
statement that “I know there isn’t a 
publication in the country of any re- 
|pute that would permit the same 
| kind of advertising copy in publica- 
|tion advertising.” He goes on to 
Suggest that because of the advertis- 
jing to which his child responded that 
radio be censored to the point where 
it would have the same ethical stand- 
jards that must be adhered to in pub- 
‘lication advertising. 

| Immediately after reading this ar- 
|ticle the writer examined the three 
| Detroit newspapers, namely, the De- 
|troit Free Press, Detroit News, and 
Detroit Times, all of which compare 
|favorably with the best metropolitan 
newspapers in the United States. 

Since Mr. Gibson manifestly has 
not and does not read newspapers, I 
am enclosing herewith for his special 
edification a few clippings from to- 
day’s issue of the aforementioned 
newspapers, which will afford Mr. 
Gibson an entirely new viewpoint on 
the relative censorship of publication 
advertising, as contrasted with radio 
advertising. 

I should like to call Mr. Gibson’s 
particular attention to some of the 
following glaring examples of publi- 
cation advertisements which no radio 
station would think of broadcasting: 


Midol Tablets, advertised obnox- 
iously for the relief of menstrual 
pain, 


Lydia E. Pinkham’s Vegetable Com- 
pound, recommended to be taken be- 
fore and after childbirth, at middle 
age and at other periods by women 
suffering from feminine illnesses and 
weaknesses. 

Mother Gray's Powders 
dren, for regulating the 

Carter's Little Liver 
wake up your liver bile 
a lot of other equally 
phrases. 

Grove’s Laxative Broino 
which opens the bowels. 

McKesson's Vitamin Concentrate 
Tablets of Cod Liver Oil with no fishy 


for 
bowels. 
Pills, which 
and contain 
obnoxious 


chil- 


Quinine, 


taste, which is the phrase that Mr, 
Gibson took exception to when his 
child heard it over the radio. 


Lydia FE. Pinkham’'s Vegetable Com- 
pound appeared in all three papers, 
with its refreshing message to 
women of all ages. 

Phillips’ Milk of Magnesia for sour 
stomach, nausea, etc. 


Midol Tablets again, in case the 
ladies are still “irregular.” 

Dr. Caldwell’s Syrup Pepsin to re- 
lieve weakened bowel muscles and 
similar wholesome conditions. 

Dr. Edwards Olive Tablets that act 


on the liver and bowels like calomel 
and start the bile. 

Dr. Van Vleck who relieves painful 
itching and bleeding piles without a 


knife. 
Grove’s Laxative Bromo Quinine 
Which, again, opens the bowels and 


combats other things. 

We believe that the enclosed clip. 
pings from today’s Detroit newspa- 
pers are typical of these and other 
metropolitan newspapers showing an 
utter disregard for the high ethical 
\standards of advertising copy that 


Information 
for Advertisers 


The following documents may be ge. 
cured without charge by any nationa] 
advertiser or advertising agency from 
the companies sponsoring them, or 
through ADVERTISING AGF. 


No. 568. The First Hundred Investi. 
gations. 

An unusual “wall decoration” some 
five feet long containing the results of 
103 investigations by various organ. 
izations among diverse groups of 
people on magazine preferences. Py). 
lished by Time, Inc. 


No. 569. 1934—The Solka Age. 

An interesting brochure describing 
the manufacturing processes and the 
multitude of uses for Solka, “the 
purified cellulose,” and Cellate, a com- 
panion fibre. Excellently printed and 
well illustrated. Published by Brown 
Company. 

No. 570. The 
Beauty. 
Complete results of the third sur- 

vey conducted among Modern Maga- 
zine readers to determine brand pref- 
erences and purchasing habits in so 
far as cosmetics and beauty aids are 
concerned. Presented in the Feb- 
ruary issue of “The Dellegram,” pub- 
lished by Dell Publishing Company. 


Third Survey of 


No. 459. Fawcett Women’s Group. 


An exhaustive and detailed analy- 
sis of the circulation, by cities and 
towns of over 1,000, and by counties, 
of True Confessions, Screen Book, 
Screen Play, and Hollywood, the pub- 
lications which make up the Faweett 
Women’s Group. 


No. 547. More Chance to Sell. 

A reproduction of a series of New 
York News advertisements which ap- 
peared in Women's Wear. Inimitable 
News advertisements, with a chuckle 
in every line, but informative and 
thought-provoking also. 


No. 529. Let’s Count Noses. 


A booklet published by Household 
Magazine giving much valuable in- 
formation on the size and complex- 
ion of the rural market. Retail 
sales, home and car ownership, and 
other statistics are presented in 
graph form. 


Mr. Gibson reputes to all publication 
advertising, but which he finds lack- 
ing where radio advertising is con- 
cerned. 

There are approximately 600 radio 
stations in the United States and to 
anyone who pretends to be really in- 
formed on the subject or who wishes 
to make a survey to verify this state- 
ment, he will unquestionably find 
that the standards of censorship em- 
ployed by the poorest and smallest 
radio station in the United States are 
by far stricter and higher than the 
standards of censorship employed by 
the so-called “best” metropolitan 
newspapers in this country. 

Censorship of any kind is usually 
advocated by two classes of people. 
namely, the ignorant or those with 
an ax to grind. The conclusions 
reached by Mr. Gibson in his letter 
which was published in your issue of 
Feb. 10 would certainly expose him 
to the charge that he belongs in the 
first class of censorship advocates iD 
the order named. : 

Unlike Mr. Gibson, I am not writ 
ing this letter in criticism of the pub 
lications that have accepted and pub- 
lished the kind of advertising d 
scribed herein. My only object 18 
making this issue is to defend 0! 
much maligned medium against !ts 
many critics who invariably base 
their criticism on ignorance or half- 
baked opinions. 

Let me repeat my high respect for 
the contribution that you have made 
to advertising by the character an 
quality of your publication. 


Very cordially yours, 
L. A. WEISS, 
Assistant General Manage" 


WJR, Detroit, Mich. 


3 
7 
3 
i 


or ae 


an 


x 
Fi 

S 
a 


hs oe as 3 hy Mee. “48 Se 2 me ee eae ae Pers suse he . ia : a ne qx om A PrN SE ogg. 61, ; , ie al = tp rae ee 
<= cS Ng ee AT hn ERE aes ans Rt fel Sai ¥ ; ah ak a eee ne oy Fata pias ue | ake ae Ca oa bine ni: aeaee = 
; “ie y =e. isd : . ~ ‘ : " ae Sie =—" sees oa $ Leta ie > ae Ere ee ‘ L ‘ : “S| ae ee Bete oS : Se iA : 
‘ ne " 
LL 
| - . — —e . - - — —<—<$<$<—$—$ $$ : 
} 
\ 
Ul N 
ee 9S dK "SMa G ; 
; [DS a _ | oe oe 
A ee NET Cat *) ~ rh Se 
YES Brae prlers a | 
< \ ant A Si 
ee _ mS <s 4A O | 
eee BON, , ¥ Pp 
/ ~ASN f " < 
: Pal. / vy ee ae | a "“ | j j = / rr 
FINT OPI NA TT we al T = ~~ ; J / ~— —~ 
. ——EEE PY \I\] \l Lewes 4&2), /2\ [Sp 
\ | j ee eal © Ao ee 7 i 
. \ i ~ i 
os a i j \} y 4 {7 Ly A ‘ 5 te ee ™~ G) \ {fw : 
7 % ttf | 
‘ is 4“, 4 bow U +} es y { t \ nn 
vin a =3 j \ ae, , 
i RY ee ; 
‘g et ‘ 4/ \ > / 
. ee WY pi 
es ce ee Ml are H li 8 4 
i ne 
= SE, ay Inv , ry ae | } 
3 NOM 4 
ie ;t ee WY Nw : 
‘ 3 SOOO ve ba 2 
3 5 2 | 
a, de) ae FS Oraronanram oo ; _ — = i 
A oes 
_ % ew ah 
i, oo ae 
= ys 4 
ae : % Be 
ee ‘ 
ye LL NNN Soc NNR NR 
3 | 2 
zu - « 
Pe 
rr a Pret be 
ay > perkcaes © | 
Dod t 
igh i : 
i a saa : 4 
Be 
— 
ie ee ——— 
a pane ee 
; ge 
ae 
ice en Uli 
ae ee 
a ; 
ee 4 
ee Se | ’ 
Bs i Beas s 
ies : 
ane Bi ed 
be ts ee 
es ie ab j 
ge thy 
aS 
i 
aes BS hetne 4) ’ 
7. 
ear eee | 
1S. > Pe “sg ” : Py 
Sey sa 
; 4 
. ee ee SEG a 
ee, apa | —— oii —— — 
eee ses eee 
si iia 
lai oe ie Po 
; Sa 
test ee Ns 
me oi geal 
a ee er = 
a, oe ee E . 
ae th 
Seer. oe 
Pak sith 
aiid alae "3 
ae nae 
da | 
ee as, : 
er eT Sat 4 3 
Ree Fy 
Res ies 
Bs Skee 3 ; ee P 
ae a 6, 3 
ec ae, See & 
iia ee 4 
2 ee cu 
a? oe by 
7 Pie rman pay 
- ae oF 
“Teh i eeerrrrrr—“(té‘(‘aRHC 4 
ax i a 
eieere +29 
ae 
’ i tint 7 
Va ee : 7 bd 
: ae eS 
ec: te 
pied er ue 
ie " 
sail 
JES a Re a . 
i cio toda 
SENG Pana ah ae 
Sindiok Saas | 
eee Pe ai de 
ee Be 
ps ee Dy 
a yi ae 
Co i ey ‘ 
b, ahs ‘at ve ae re are : a o AE EWR ETE ty FP pine ‘ Gia I a ah. ae eae Rae Oe ig eh ek ‘ ere mo a ery Bes eer Rtas eee ie ee ‘ag Pa aye ae Noe af SOAS CP 5 SE ee 1 a my Stee Riad ws 2 aes age ends = ee 4 p ef is coe ak pe oe 
ME The ahs mK ee A Pant So Re yee Soe | tee ge yume ati: ey gre are eae eae aa ii a Peay Nh eg Ree yh od 
Fee ROO i poe ARON Jame, Sa) ie eed samo RR errene ea Shee OF ot aie Ae aie Merle Re eae He ey BOP RS cs ag Sia nag age er sae Gal ie Ses 2 ares” amen st St Pn wee . LR LINO eee Ne at OO DA. EAT eon, Stree tay £ iy ieee. = Serene ay banat Le ances. ea gt, CaN ge eee 


ss 


f 


ate- 
find 
em- 
lest 
are 
the 
| by 
itan 


ally 
yple, 
vith 
jons 
‘tter 
e of 
him 

the 
s in 


yrit- 
pub- 
pub- 

de- 
t in 
our 
+ its 
base 
half: 


t for 
nade 
and 


March 3, 1934 


ae - —_—— — -——__—— 


~~ 


eee 55 


aa 


me Ca 


40 UVAA VW UVAA AUT 


ae 
it 


ett 


SANI1 97S‘S6S'T 
SS3OXF EE6T 
SANIT €9S‘E9E'T 
SSIOXA GTET 


a ¢ , : se Ra To lia ie Vacangi ony ahs MAE Ie ae NA ti a Si me ee eee a 
sh 7 a are as eal Haig 22 NSP NOES We ait ae 2 ian ag eR gee | 2a Tae ian Se Me Core cts NF es hie poate en gl gee: -_, . & Ge 
¥ . J Sts tae SH Fe age, Rane Ee cee Ce: 2S pel cdy nen Oe Lela SS hn DN eee > et Se Le ae i. sort) » aoe 
Rog : i + om i fee ce Sra he OS aes sak aS ‘ gti a, 1g eae | ARS Pas Ct nn nets ae en ae A = » — ** a . git 
: a * ke Sele eit , - 5 : aed Psy - le eee F a) on ot me Ye ee, AO aie ok * = 
; Me Joie) ; Ptah. sappy ace Soph aaa {- : : eer va iti ee ee sae: a. ie i ee ee Yeah Pan Mae ee 
- ES F : ~ ; ee Ne B 5 - = + ‘ : pra) : - cy ; es Be Lo ini ae hs ~ 2. ‘ : Ee r ee a 
Le er “ ‘ , tas » a il 7 Lee ye 2 ag a ra bn yt 7 Oe ay 3 at Diy - van, ie Fos sd 3 
WL cs ae 
= 
| am 
. aw * 
ADVERTISING AGE 5 es 
rs ts cee es 
EE ——— hee ae 
EE — — ————__ Cc _ Oooo - ’ 
al a z 
rH Huu 3 - or aor Se 
- pet ii a 
A + ‘ cn," " 4 ® ‘ge 
' ass i ae 
a we — ; i, 
pp. ‘- 
aia " iF ma E - 
aur = Je a " f : aa a aie 
it is a ae Slee 
‘ re S ; 
Lie ‘ = Sue 
a . ins stil be ; 
a am * ee nis : 
: " ; re te aS ae 
: ‘ ae. | 2 Fegan Ee tee oe 
, a , ck, i a poets ti. au 
5 onan ‘ tis oe Jae. i a 
t . . a ea ra ee bare i Te ok 
z ee i : : af 4 : h . i” : ee: ‘ 
: ess : = 7 
ed ee : ‘ j “ ; , Ne : 
a % Z ies : — Ps Utd 
. ay, i. ge 3 Ue os re y As s * ‘ he 
3 3 pies By Ee ee 4 Uae Be 4. Ei rie tc eh i b : : 
; be Si eae re i Gace Se i 
2 5 iii? ms ee “ lige res ¢ aes (eg mae ee s ee Gore 
bi i : : eh ae, oe 
Me : % OE bie Sr ee Soe ee. a 
: 0 alee ein eS 
a: : sey Koa eee oh ee 
oom rar ae a a alee. 
a Bie) pe a RO, PEL GG ce Goh a aa ae ee ge oe ae 
2 5 : eer tn aa ec te Sate itcaria cess 2 Te yn Ara EO Fy ; a. 
4 F te nah eee ei ce is ee ae Rs es : ae ae: ager jae HF ag (CARY ae of a ae 
: , ; A eae iy iis ae Aa ee ae ogee © ogy tte Tie! Rela ge AS A a Pg sete Bae 
B i aS ae sls An a. ae 3 Bee ae ee fGen eae 
Hae eG i eee ie a Pas Tes 2s agrees eae St tee = Soe PgR INO pep hb ele 4 rae A fra 
- | HERE i ‘ai ee Bet 
_ : : e je 
n a 
4 i i : tiie) a 
4 : "acme 
: : Sanaa 
ee. a Hae Petia gr fa: are 
n° : ‘Yor amr 18 7% oe ae a. S te ae Sea ae 
1 Riese Ne Biase ait, . a Tey, oe te ae 7 ae eae 
f- as Scale ph aes, ame apt tig as ee 
3H Saad eens Ron coties: Big 8 ant Ss Be te a : a) = aa 
10 He Petites ms EE. acd 3 Wikia re # Cec ae 
= pies ro cer pie to wna sca < a 
fj 3 Cea ee aa nem ee a pee ‘ , i 
h- | : ae pee = oa i ho yk oe 
5 Seisittess? cr he 8 A oS eee “4 cso i 
I 4 4 sae = ea SPE Tiaes ya So eee 7 a are 
H ; Br agin) | CW a co i ee a, ‘ 
: Hit eS cae A) Ses Isat pat: oe 
: ; ttt ne wet) 7 Ma tee ie Fe 
Seiesetes THESE ae Po ae 7 ieee Siiiiseti: : 3 i 
Si - Tee 5 aE : 
A © Hane si 7 
id pened : Kee 
S, | th: sesh? HEE BY iii: HHS ; Be 
k, HEE i idea : HERE REE ; “ 
HITE ’ He: io ie PSH ; ; i : 
ib- GStitietTEE osiSeeeEee a “ i : i is # 7 
3 33 ; : SHI peer ie ee = i 3 : Bee 
> atsss ; $38 TS. ee a ee s : ° 3 Hes 
: i : : Bese, Eee 7 Ue ori, ay . Sam ct 3: tts : et 
i itt ; Rimmer csi: y eye ce a , ‘ os ae TET : bee 
¥ SHE HEE of ee, Be ais me i, : ae 
Pw ‘i Hes HEH HH . ee ea aac ee ae, Ht Baa HEH TE aioe: hel 
; rf nat ene re e-  aa Se ae REH EE Be Bia 
Lp an : pee a ae fe .F ae ae Hitt tiEE Y Ae 
F ie SaaS ih oe 3 Be ; eg 
cle S HH . Suibsseeetenincsssessteniiitiaiassst es Re. ‘ ; : BEE aS 
a : ESTE: : Se te i i HE A 
: NNHHHHEE Hs ee eee aD : i F : ; 3 tt f 
nd Beate TIER Hi : a ae BH 
= 3 SHE aH i PEE 3 ; : er) 
gee SH : FEE : igi 
: BETH Hes i EE! z 3 ae ra 
Bes: : H : ; ict 
“ae HH ; : : ; : Wiese 
old HH " i BEEEEE an “ Be kgs ee. me ‘ a ae (ce aie aia any — 2 # HH SEES ; oi 
1n- . THERE ities : a -. SN eta, ise ed ; HES: ; G : 
; HSE Hise, SHS BE Bice: ie a - eo ee, Rs : i te Bet! BE 
ex- 7 HHH HN ietiinctnttin: | ek, a peat Pen foteelaa a see pte TESTERS i 
SIS ER Mette: 3: EEEIGIE HIT 2. re Poms gk SAPS coe uci | edema ER — ; ITE 
: TEs Bite % tS a > mee ee a). ae ee HH : Lo HHH: 48 2 ak 
€ Sgseseses : SHIH : Or Sg A eae a ree i ae, 7 . emer 3h: : THE : Pe eet 
ind % ERE ; ah ee = eee | ae Recitiiisii: : ae ae 
. srsiste: ¢ See ie eer xg ii > a = (Lae iar “ 
n § a oe et 2 Cae a See 
ae Bee - aa et ca Sa eo ee cH HY pice 
i‘ THEE . 3 : a io a 338 S3isest 4 : Rated Boe 
wr Baer SORE SRR ESSE eee pce se ee soe sai a SHR iH re eee 
: ; Hs PEE TEES : Se ee? Bil ce eee ee omer Fable ire PEE: ; i y 
ion 4 HISEIEE RE Basset HEE : ae | tape eee. a ems ye oe ae Hee. ; ‘eas : EEE ian: HE Sie igre 
H He PEIEE ES repeats = i RE ie Vea: Teeth 2 Bette at “8 te 
CK BaSERE He SE SHuEERREREEEH . i ey ae ieee ae ae a aes. oe 
on: See ee euee. cursus asnameee Settin..,.. came aaa eae ee 
i SHEE : SEREREEE si git RRM REE HEE ERR fin, gu Reals 
A 3 : HET Reitis : = 5 : : i HE HH RE : PS a ns 
A # : SrestEis HHH HEI: gs 4 FR RRR 
dio : SRE SEE HEE EHS gE EER EERE =i lea 
ag PEER R HR iyiiie:: 3 : : HSE i HE “a Ba 
| to } ee BREE SHEERS SSH SEE TEESE He ; 
: RREEEEeCeCeReEeEenies © RSS en ec ceceeeCe i Ba Bite HEESHEEH HE =i ? 
in- Bae eaters eee ett tit, ee Bate } BEE : : she oS 
SEISSEISE SSIS SES SEES SEE ose HEHE : : : aH ree a 
eRe Se HEI Tatts ae 
3 3 Stisgsassessssassesssssesssssssess Seesesesasiges st HE THe Hitt Bet! .e 
; SSIES Rit 2 ; Batt. setae fit : 
eu Seeeaeet 2 cuEnnet et aa npeRT He nnRaRE <i : UE Oe Ba Eau a 
“ SSE TESS adadigiasssciocestapesiscesetsfins His TEtH: MEIHE Bark ‘ ~ Beihai. ae, casa Ts iH tstristessststststitesssssatsisss $33: 
551 ig ee sees aitiritis thaiplaittatiats ee Fo wing Secs; Rea ee ve an Stat SSS Ett i 7 
a6 HEHE HE ; £ Cee: ase = eee ae HE dggeassset ae ‘ 
; : P SHIRT etiste BEET ay | Be ae emeeea hi Magne rent HH HHH BE - 
‘ SHEER EERE: Be! eee a ih ee Sco eeee iy ro Rite possi! Be io 
PREY a Sea ae er. i Toler oats Be TEEN . : H: Sa 
‘ Hlgansiesesitest ee Ge. Oat ee ae Pe ; HHT PEE He aa 
ec carne aie ee i, ee Feats SRS At, ca a — 
Boece ees Se ee eee ease oe SuURE aE RE a eee 
BRI: coe ’ oe ae sl a ati : pests? StH 3 Reha deen, on 
eenradih: Sere te Se Site c gle : ~< SEEESeeesstassztitte iH Meta 
: 3 eae igo. te sSiIenES EARLE i ecg 
i # Be eid as Be ge ee hte ie THEE Ee i tt 
gus eee : or ae coi ial BEER HHT EEE ER EEEHTEE te Mahe a 
a SH i lease ois Mi » ee sire = Ee 4 ; THRE sttttss HEH BEE: Be Ta ba 
2 eee at ee ae ae Iie em ee ieee PEER RR HERE a: Pe as 
i it A coe ean = does 2 eae ees Ba DRS SeH ESHEETS Be Head 
HESS NR e h = ay: see ae pan. Sag wen ea Hat Bas HPENEIISEINE ; Ste re ame 
Bo Png: Bik: Oe ea” ee “at Ae poet HEISE PEPE sei: oo ae? 
3 Wee ty a ee oa ns rae ewe SS SHB EE tH si via 
: | gee Slat wiee Sern Q cet 5 
5 : Hs peat: Ere aauiu aR Bi Bee r. 
& He i _ SeeseteLti i Eatin Ri: i a 
: . . a em 
7 a Ho Scere cc Gee a 
& :: ~- us cau nHu nun uHIRE: ie HR RES: 
4 _ SEER > 
we = a : ESTES EEE ay 
. —_ TES REE aaa 33! 
fe _—_ a i ee 
: - ; Bd 4 : ‘ 
: _ “| HE TEES REESE 
— ji 5. # Hiimituathistetteannsstts SEER EES 
; i aay ee ee # SLRS HRER NES ISE a 
eH ae aE a ee i ; REE 3 
issih A : Se ae 3 : HITE tts 3H 
Be ial nae : : THU Ris: 
ager: cs 7 . eS 
: fa ad Hi HISHINEENAE: Huy BESS: 
P ee 7 ie ft - 5 : : 33 3 x BE na 
Be a: s 
\_ HGRA GE EE SENSES SS SSe RRS : 
hae i 
Sa ape 
i on nary 
eras 8. i ; ge 
01, TSC RS) igs Fae Fite j a Saari 
aoe eI Ree ey oe ek ct Lae) Ae MEP Se ciinat pour yeas sis of ao a gas ¥ ee ee ; aoe 
see Ute ae ee Raat. Ae vay pees: od ee * ware eae: gape fi gee ee, OER re ee eg rane ae | toy rane ge Nees Les ce : 4 i j ppg oe 
: 3A De ice erie an Peet + Pea Sey BRB Eee oer POS 2a, eae tag ae ES, Ra oe ee ae Sie Soe ore ees 3s eee ee ne gage ie dg Pe 28 Ne Dee i, Pacts * Speeag? Poe ee te re Cee TRS ere te NER ae Pas hah eee a ts 
Phy ago alias * Bon wire Pala ip Pei tae akties a pak Sear: Fe OES AE pee cha tae at Sea Rakes Br, Pek kare pe a" ee AMT d a Se TS he ty ee eS tie Bae hE a re ee ie en ee a Se hei a a ach ahas eo a. Bic Ame Fe 
ea Bat yc pty Eg et | alt NE ping ony 6 Ee Pram ele Da ARE ROU Sagat Fhe Ris ce ae eeS Bee cuter ers re S068 ES Lars 8 oh MINN gall ae ae TE eae Ogee SO rem ee aaa ane ea Po OCs oie ikke Ree Sieh Wel de ee soma Ro Sh eee Se eee hoe oh SOG SB ieailay |) ey 
came Ws: Femi od Rte Gr ee eam ~ aperieti we  or SEs De ay Oh bP Se aioe Rit ey saree tN io ga AMR OR A iis ee Se ae ei eh ee ge SC Speer Bee er Ns een ain a See ER ae SRE, ores 
‘ * = a oF ce EMD ae Sot en Bel SAY > Se em pray, Cuan feels RE NY tog ee nF rtane w = | ac coonguad ome Maoh. F sAton ar Te retreat. kobh, EE Te Bie a ie ice . : TROUT AE RM Reh SONS oF Piiels Orel, 
Bee at ys us eee Rae not ak? der tepe ake Memes? ihe Si ame aasd Weber ter ence mana Bled pa Sar BCT h cile pet? oY ¥ ban ibaa eg ehs s ag I Fie 


SAR ERAS eS | 


ADVERTISING AGE 


March 3, 1934 


STRANGE BABY 
LEFT ON STEP 
OF RETAILERS 


Washington, D. C., March 1.—The | 
much publicized “NRA field day” | 
opened here with charges and coun- | 
ter-charges relative to the effect of 
the codes, the administration, in the 
person of Administrator Johnson, be- 
ing largely on the defensive. 

Among the more serious charges 
was that made by Benjamin H. 
Namm, president of the Namm Store, 
Brooklyn, and vice-chairman of the 
retailers’ special committee on fair 
trade practices. 

He alleged that without the nine 
national retail associations’ sanction 
the retail code had been altered. ‘For 
reasons best known to the national 
recovery administration,” Maj. 
Namm said, “and without resubmit- 
ting the code to the nine national 
retail associations, the fair practice 
provisions were materially altered 
in the code that was signed by the 
President on Oct. 21. 

“The paragraph dealing with ‘loss 


leaders’ was completely rewritten in 
language that appears to be ambigu- 
ous. Among the paragraphs dealing 
with destructive advertising provi- 
sions against ‘attacking’ copy were 
emasculated. The paragraph against 
the use of general underselling 
claims was changed, permitting the 
use of these claims provided that 
they were ‘accurate.’ ”’ 

Major Namm said two important 
errors had been made by NRA in 
relation to the retail code: the first 
an error of commission by way of 
interference with the promised right 
of self-regulation of trade and in- 
dustry, and the second error of omis- 
sion in that important code provi- 
sions have been rendered ineffective 
by inaction. A month after the 
hearings, he pointed out, the NRA 
republished the code for the purpose 
of nation-wide comment. He said 
less than one-half of one per cent of 
the comments received were unfa- 
vorable. 

It was after its publication and 
just before its signing that the word- 
ing of the code was changed. 


Forms Spring Plans 
The Frigidaire Sales Corporation, 
Dayton, O., has announced plans for 
a substantial increase in newspaper 
and magazine advertising in a new 

campaign to open late in March. 


Six Name Van De Mark; 


Account Executive Picked 


Advertising of the De Haven Razor 
Company, Swanton, O.; Fyr-Fyter 
Company, Dayton; Kaeser & Blair, 
Cincinnati; Becker Products Corpo- 
ration, South Bend, Ind.; Munny 
Mfg. Company, Cincinnati; and 
Kleen Kutter Company, Cincinnati, 
has been placed with Curtis W. Van 
De Mark, Cincinnati. 

R. R. Foster, formerly with the 
Dayton School of Aviation, has 
joined the Van De Mark organization 
as an account executive. 


Now a “Day” for 
Mothers-in-Law 


The entire country is rushing to 
celebrate the first annual Mothers-in- 
Law Day March 5, in belated ac- 
knowledgment that the ancient 
mother-in-law jokes were largely 
canards. 

This statement came from Mrs. 
N. S. Griggs, sponsor of the new day 
and president of the first Mothers-in- 
Law Day Club. 


Stein Pays Dividend 


The board of directors of A. Stein 
& Co., Chicago, manufacturers of 
Paris Garters, declared the regular 
quarterly dividend of $1.62 per 
share on its preferred stock, payable 
April 2, 1934, to stockholders of ree- 
ord March 15. 
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LOWRY GETS A 
JOB, BUT IT'S 
NO EASY TASK 


Chain Picks Advertising Man 
Scientifically 


New York, March 1.—Landing a 
job as advertising and promotion 
manager, like many other human ac- 
tivities, has at last bowed before the 
god of scientific approach and anal- 
ysis, a god which the advertising 
man has evoked to help him as a 
comrade in his work but by whose 
strict rules he probably never ex- 
pected to be judged himself. 

Or it might be termed the applica- 
tion of some principles of a planned 
economy to the selection of an ad- 
vertising executive. At any rate, the 
man who some weeks ago became 
advertising and _ sales promotion 
manager of the Interstate Depart- 
ment Stores did not get into his new 
office by any smooth line of talk or 
legerdemain, 

When the search for the new ex- 
ecutive began, the first vice-presi- 
dent, among whose functions is the 
selection of executive personnel, 
went to one of his friends, an offi- 
cer in a leading national advertising 
agency, for specialized assistance in 
preparing a newspaper advertise- 
ment. 

It was run as a two-column, 140- 
line display in the first section of 
the New York Times on a Sunday 
in November. Replies were to be 
sent to the advertising agency. Just 
one advertisement was run, drawing 
252 answers from coast to coast. Re- 
plies continued to come in for about 
a month after the advertisement ap- 
peared. 


Science Gets Going 


Scientific analysis of applicants 
began at this point. The company 
vice-president studied every applica- 
tion thoroughly, carrying home a fat 
brief case each night until the last 
one had been considered. He re- 
duced the number of possible pros- 
pects to about 50. 

The work was not easy. Every 
letter was read carefully and all ex- 
hibits were examined to learn as 
much as possible about the appli- 
cants from their own presentations. 
Some applicants sent exhibits, sev- 
eral running 20 pages and one 60. 

The letters were placed in three 
groups, one including those whose 
writers were of sure interest to the 
company, those in whom. there 
seemed to be merit accompanied by 
some doubt, and straight rejects. 

Applications of the 50 odd men 
in the first two groups were also 
studied by the president and the 
vice-president in charge of store op- 
eration and sales promotion. At a 
conference of the company’s officers, 
the number of applicants was further 
reduced to 22, to whom letters were 
sent. The remainder of the 252 
original applicants were given no 
further attention. 

In these letters to the 22 appli- 
cants, arrangements were made for 
interviews. Mention was made of 
the fact that Lord & Thomas had 
turned the applications over to the 
company and of the fact the appli- 
cant was one of 22 whom the firm 
would like to interview of the 252 
applying. The men were cautioned 
against disappointment and asked to 
bring any records of their work they 
might wish to submit. 


References Carefully Checked 


One of the first topics discussed 
was references, which were very 
carefully checked. In many cases 
in which the persons referred to 
were known to the company’s offi- 
cers, they telephoned or personally 
contacted the reference and followed 
up leads given them to secure full in- 
formation on the applicant. This en- 
abled the company to secure rather 
complete information on the ability, 
performances and personalities of 


the applicants and to place the right 


oe 


construction upon the responses of 
the persons referred to by the ap. 
plicants. 

The personal interviews of the ap- 
plicants were by no means hurried. 
Each of the company officers spey; 
considerable time with the appjj. 
cants. Experiences were discussed. 

An important part of the pre-ar. 
ranged plan was to have questions 
asked by the interviewed as well as 
by the interviewer, and to explain to 
the applicant some of the major 
problems which he would have to 
face and the work he would be ex. 
pected to perform should he be se. 
lected for the job. This was done 
on the theory that it was quite as 
important to the selection of the 
proper advertising man that he 
know the company and its problems 
and work expected of him as it was 
that the company should know him, 
his ability and past record. 

The process of analytical elimina- 
tion continued. Of the 22, 12 were 
rejected and three were unable to 
schedule interviews owing to their 
remote residence. 

A great deal of time was spent 
with the remaining seven men. 
Some of the store managers with 
whom the future advertising and 
sales promotion manager would have 
to work were invited to New York to 
interview them. 


Case Problems Given 


Case problems were presented, 
each man being given a different 
one to work out. The general poli- 
cies of the company in the particu- 
lar case were explained and the 
problem was to be worked out by 
the application of the policy to the 
case. Problems in question called 
for such things as presentation of a 
month’s sales program or a detailed 
report on how such a program could 
be handled from a central point. A 
week was allowed for submission of 
answers. 

Of the seven men, Russell K. 
Lowry, formerly of the Hartman 
Company, Chicago, Sears Roebuck 
& Co. and Montgomery Ward & Co., 
was finally accepted. 

The plan was very successful, in 
the belief of the store company’s 
officials. The company was not 
seeking merely a department store 
advertising man, but a combination 
advertising and _ sales promotion 
manager of high quality. 

Wording of the original advertise- 
ment indicated that the company 
seeking the executive was a retail! 
company with many stores, and that 
the successful applicant would be 
one who could work in such an or- 
ganization by heing helpful rather 
than by being dogmatic and authori- 
tative in his approach. 

The process, dating from the ap- 
pearance of the Times advertise- 
ment, required nearly two months. 
The new executive took his place 
immediately following the final de- 
cision. 


Lloyd Promoted by 
International Nickel 


Robert L. Lloyd, formerly editor of 
the house magazine, “Ince,” and in 
charge of direct mail production, has 
been named advertising manager of 
the International Nickel Company to 
succeed the late T. H. Bissell. 

Before making his present connec: 
tion Mr. Lloyd was associated with 
the Remington Arms Company and 
the Wales Advertising Company. 


To Publish Wine and 


Liquor Directory 


Lee W. Mida, 537 S. Dearborn St. 
Chicago, has announced the “ContiD- 
uous Directory and Merchandiser o! 
the Spirits and Vinous Industries. 

The work will be in loose leaf 
form, and additional and up-to-date 
information will be supplied res” 
larly. The subscription price is $1! 
a year. 


Salesmen’s Paper Starts 


The Salesman's Blue Book, contall 
ing “ideas for those who wish © 
sell,” is a new monthly magazine 
published by Walford, Inc., Chicas: 


To Issue “Upholstering” 


Clifford & Lawton, Inc., New York, 
will publish about April 1 a monthly 
magazine, Upholstering, for cireula- 
tion among makers of upholstered 
furniture. 
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THE OIL-BUR 


; to keep our salesmen bt 


the next six months." 


| Says. C. U. WILLIAMS, 
PRESIDENT, WILLIAMS OIL-0-MATIC HEATING \CQRP. 


- Read every word of Mr. Williams’ letter. Read his 
; own account of a sales experience without parallel in 
oil burner merchandising. 

Response beyond expectation from home owners. Re- 
sponse from definitely qualified prospects. Response 
1 4 that eliminates duplication of canvass . . . cuts sell- 
1 : ing costs . . . closes sales quicker . . . builds profits. 
p : These 4,682 oil burner prospects from the substantial 
residential areas of metropolitan Chicago prove the 
home-effectiveness of Chicago American circulation. 


7 If you have something to sell, high priced or low 
2 priced ... if it has a modern appeal... if you can (PW 


» EG Reg I 


kK make its story dramatic and interesting, 450,000- 
active families, who read the Chicago American 
j nightly, will listen and buy! 

n 


46.3% of all the owned homes of Chicago are north of Madiso:1 
Street. 53.7% are south. From this advertisement addresse:! 
to home owners, Williams’ Oil-O-Matic secured 46.5% of thei+ 
prospects north of Madison Street, while 53.5% came from 
south of that dividing line. That’s actual evidence of the even 
distribution of Chicago American circulation, positive proof of 
balanced coverage throughout Chicago. 


Chicago American circulation is a most effective combination 
of mass and class. It reaches the income classes of Chicago 
in almost the same exact proportion as these classes bear to 
the entire population. A properly balanced coverage that pro- 
duces full sales potentials regardless of the price of the product. 


CHICAGO AMERICAN 


- + + gives 450,000 families Buying Ideas 


National Representatives: Rodney E. Boone Organization 


| A reproduction of the Williams’ advertisement, which appeared 
t in four colors in the Chicago American on Saturday, January 
20, is shown above. We will gladly send you a full size reprint 
; in actual colors, upon request. 
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Ahrens Affiliate Starts 

Hotel World-Review Brokerage, 
Inc., has been formed to assist hotel 
owners, operators and lessees in the 
negotiation of leases, sales, financing, 
etc. Offices are with Ahrens Publish- 


Cedric W. Tarr Joins | Makes Film for H. F. C. 


Lord & Thomas at an A. | A one-reel talking motion picture, 
“The Household Hour of Musical 
Memories,” has just been completed 
|by Chicago Film Laboratory, Inc., 
for Household Finance Corporation, 
oer | This is the second in a 


After a year with the Los Angeles | 
office of Hanff-Metzger, Cedric W. 
Tarr has returned to Lord & Thomas, 
Los Angeles, where he was a 
writer and account executive 
three years. 

Mr. Tarr was formerly city editor 
of the Pasadena Evening Post and 
later makeup editor of the Los An 
geles Herald & Express. At Lord & 
Thomas he will again specialize on | 


travel and resort accounts. 


H. J. Heinz Expands 
Additional kitchens are being 
stalled at the Pittsburgh plant of the 
H. J. Heinz Company to meet in- 


rv | Chicago. 1 ing Company, 222 E. 42nd St., New 
series of films for Household Finance | York. William P. Haskell is presi- 

|which will be featured at the com- | dent. 

pany’s display at A Century of Prog- 

ress, 


Issues Tabloid Section 
A twelve-page tabloid on “The Fine 
Uses Ten Color Pages | Art of Deland was issued by the 
The Fair, Chicago department | Buffalo Times as a special supple- 
store, ran a ten-page color section in | ment on Washington’s birthday. 
the Chicago American Feb. 28 to pro- | 
= |mote its “economy day.” } 
"| | 


Hog Papers Merge 
| The Hog Breeder will consolidate 
with the Poland China Advocate and 
creased demand. The branches of the Electronic Process Company, Bos- |the Sicine News, retaining the first 
company at Bowling Green, Ohio, and|ton and New York, has appointed | name. Advertising rates remain un- 
Medina, N. Y., will also be enlarged.|H. B. Humphrey Company, Boston. | changed. 


Electronic Appoints 


HEART ATTACK 


ee 


home at Garden City, Feb. 25, from 
a heart attack. He was 56 years 
old. } 
Mr. Coupe was born in New York 


and in his youth moved with his 
family to Cincinnati, O., where he 
was graduated from Brothers (o)- 


lege. He returned to New York ip 
1900, and started his advertising ca- 
reer with the Rudolph Guenther Aq. : 
vertising Agency. j 


In 1906 he organized the agency 


New York Agency Man Dies of Wilcox & Coupe, from which he 
resigned to become vice-presiden;: 
In 56th Year 


and general sales manager of Sp. 
nora Phonograph Company. He he- 

(Picture on Page 1) 
New York, March 1.—Frank J. 


came vice-president of Dorrance, 
Sullivan & Co. in 1923, remaining 
Coupe, who retired from partnership 
in Redfield-Coupe, Inc., about a year 


with the firm five years. 
ago because of ill health, died at his 


é 


In 1928 he became a partner with 
Charles Redfield in the advertising 
agency of Redfield-Coupe, Inc., from 


than 
Hundred 


than 


Better 


Better 


Thousand Testimonials 


In 1933 TIME registered advertising gains 
wide variety of classifications listed below. What 
better tribute to the buying versatility of TIME’s 


150,000 families—to their importance as a market 


for almost any product. 


Last year— 


TIME gained 72 pages 


és és goo * Books 
“ ‘ 3° ** Communicatians 
: . * 30  *  * Drugs & Toilet Goods 
“6 < 28 ‘© ** Foods and 
& * Hotels 


“ ; 7 = ** Home Electical Equipment number of distributors were secured 
and properly trained led to many 
“6 ¢ 32 ‘** Insurance heated arguments with his clients 
and his agency staff, but develop 
“8 ‘ 3 ‘* Kitchen Supplies ments always vindicated his poli- 


Investigations 


in Automotive Advertising 


House Furnishings 


which he retired to safeguard his 
health. He found he could not en- 5 
dure complete inactivity, however, 
and when he tired of golf, his favor- 
ite pastime, he interested himself 
in the sale of Norge refrigerators at 
. retail with a Long Island distribut- 
ing firm in which he had acquired 
an interest. 

As an agency man Mr. Coupe was 
identified with a long list of out- : 
standing national accounts, nearly 
all of which he controlled during his 4 
years in the agency business. ‘ 


Handled Many Accounts ' 


Among the accounts he serviced 
at Dorrance, Sullivan & Co. were 
Magnavox, Pathex cameras, Bruns- 
wick records, White Star batteries, 
General phonographs and O. K. 
records. 

While with Redfield-Coupe, Inc., 
he directed advertising of Thermos 
bottles, Ridgeway teas, Johnsonburg 
radio tubes, Huntley & Palmer's 
biscuits, the Tea Association of the 5 
United States of America, Life Sav- ; 

4 


ers, and other products. 

His experience in the marketing 
of securities, acquired during be- 
ginning years aS an agency man, 
stood him in good stead throughout 
his career. Among the financial ac- 
counts he serviced in later years 
were Field Investments, Shields & 
Co. and Allied Business Corporation. 

While with the Sonora Phono- 
graph Company, Mr. Coupe won a ; 
huge and loyal following among job- * 
bers and dealers in the musical in- 4 
strument trade, which accounted in 
large measure for his success as au 
agency man_ thereafter. It was 
chiefly to this asset that he owed 
his reputation in this field, as he en- 
joyed the confidence of distributors 
to the extent that any new product 
bearing his endorsement was almost 
certain to win trade acceptance. 


in the 


o 5 


Forceful Salesman 


His forte was personal salesman- 
ship and he took entire charge of 
building a distributing organization 
for many of his accounts. Consistent 
with this interest was his attention 
to trade paper advertising, which, in 
the case of many accounts, he e- 
clared was much more important 
than consumer advertising. 

His opposition to the release of 
consumer copy before the requisite 


Beverages 


cies. While keeping merchandising 


operations under close supervision, 


+s . » +. ‘s ne. —_— ° : es : 
le Machinery & Belting he believed that specialists among 
, , : his agency associates should be 
‘ : oO *  ** Magazines & Newspapers given a free hand in actual copy 
preparation. 
il ss 2 id ‘+ Miscellaneous Services Mr. Coupe’s wide acquaintance 1" 
the agency field was a source 0! 
“ P » , sas 
se ‘ 10 ‘ ss Office Equipment great personal pleasure, and he Be 
a prominent member of the apie’ 
. tising Club of New York. His ony 
6s ‘ . és ' 
é Radios son, Bennett Coupe, is associated 
» ; . : , with the International Magazite 
“6 $s s * ** Smoking Materials Company. 
és és % ‘< ‘* Travel ' P 
| | M Feed Mills Appoint 


The Weekly Newsmagazine . ss 6 ‘s ‘s 


*But have you seen The First Hundred Investigations’? Send for it. 


Wearing Apparel 


Tioga-Empire Feed Mills, '°» 
Waverly, N. Y., have appointed the 
Utica office of Moser & Cotins. Im 
General farm papers will be used 


Jack Gray Passes On 
Jack Gray, director of sales eed 
ment for the AC Spark Plug ©?" 


pany, Detroit, died Feb. 2! af, . 
home there. s old. 


He was 44 years 
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FRESHNESS GETS 


J.C. Goldrick ies 


ADVERTISING AGE 


New Summary of 


daily newspapers and for all A. B. 


New Radio Head 


a C. Sunday newspapers in each city 
ut J. Stirling Getcheli . also are given for lineage, rates, net for Lord & Thomas 
} Re we Goldrick, for many years pub- Market Me dia paid circulation, and circulation es- Basil Loughrane, late of National 
lic relations counsel for John N. ? timated to have been obtained | Broadcasting Company, has become 
Willys and the Willys-Overland Com- S d R l d anid ; — ; oe manager of the radio department of 
pany, has joined the Detroit office of tu y e ease | through use of inducements. ‘ 'Lord & Thomas, Chicago. 
J. Stirling Getchell, Inc. — | Copies are available at the Four| yy Loughrane succeeds H. Selin- 
F Mr. Goldrick was at one time city New York. Feb. 27.—A summary |“ Office, 420 Lexington Ave., at} per resigned. 
. FVEREA Y sd dg printed yintorine = lof city totals shown in Volume II of $1 each. sore 
sfore the ad served several o ‘ : sceecaeainediitiaereae . 
; newspapers. the media study, Market and News- Returns to Ludgin 
; ——— — — paper Statistics, has been issued i Names Carter-Thomson | The account of Lucian Lelong, Inc., 
: ‘ ht J : f i| f Earnshaw-Y oung | the American Association of Adver- The Wilson Line, operator of steam-| Paris, New York and Chicago, which 
Flashlig § oin aml y 0 7 | tising Agencies. iship, passenger and freight lines on|was handled by Earle Ludgin, Inc., 
Opens Chicago Office A total of 109 cities with city zone | the east coast, has appointed Carter-| Chicago, until Jan. 1, has returned to 
Dated Products A new branch office has just been | population over 100,000, included in|Thomson Company, Philadelphia, to|that agency. 
opened at 201 E. Delaware PIl., Chi- | the complete study, are arranged in | “direct advertising. vient wip 
- cago, by EKarnshaw-Young, Inc., radio a ee Nee Serna - — . 
N York, March 1.—The idea|program producers. j the summary in orde ot city zone | . Appoints Harold Aarons 
, tteries are essentially “pack-| Norman Bauch, for three years | population ene — See Zeliff Forms Agency Advertising of the Mazer-Cressman 
; lectricity” underlies the new | Vice-president of the Wessel Com. cites approximately the same size.| Walter E. Zeliff has organized the|Cigar Company, Detroit, has been 
; " ca f tl . Nati ar Carbon |P@2y. Chicago, has been appointed | Market statistics are shown for | [Interstate Advertising Company, 965 | placed with Harold Aarons, Inc., De- 
s 6campaisn © re National \ armor) manager of the new office. each city. Totals for all A. B. C.| Broad St., Newark, N. J. | troit, 
; company, Ine, on its Eveready En Mn ae - ze : ae ae ae caaieeteceeuniieiaaiaammamentt - —— ee 
l : in ind since modern packaging : 
; f requently has something to do with 
Fy | yeservation of important elements, 
‘ ® she terms “date-line”’ and “fresh” 
i have been given another field in 
f which to promote sales. 
t The campaign, which is to run 
So throughout the year, was inaugu- 
d ated with a two-color page in the 
vaturday Evening Post last week. 
$ ' | \M. Mathes, Inc., is in charge of 
t- the drive, Which has been consider- 
y § ibly expanded over last year. Date- 
IS » lines have been used on Eveready 
y hatteries for some time, but past 
‘ iivertising has not featured them 
The new copy points out that fresh- 
od 1 ness is vitally important when bat- 
re teries are in emergency use, for it 
‘S- insures against failure. Copy treat- 
S, ment on this point runs somewhat 
KX. parallel to that of date arguments 
n the food industries. 
£8 Well Rounded Campaign 
OS 
re Two-color pages will be run in 
r’s general, home, sports and popular 
he science magazines. In addition a se- 
. ected list of newspapers will carry : . 
LV lected - of we *P awe ie es Seven separate and distinct Standard messages flash nightly from this ‘‘Sky Day value, too, marks this Federal electric spectacular. Standard enjoys. 
messages of the same type. line of Signs’ spectacular towering 231 feet above the ground—flash to therefore, continuous advertising—twenty-four hours of advertising every 
ng 4 Outdoor advertising will appear in the Outer Drive, Grant Park, and the heavy automobile and pedestrian traf day in the year. That is why important advertisers show preference for 
pe- 2? states, driving home the date-line, fic on Michigan Avenue. Federal spectaculars 
in. + efficiency story. Posters are sched- 
ut uled for parts of New England, mid- 
AC- dle west, northwest and southwest. e e @ 
u's The initial copy indicated where qeRr [ThRiuoOouls ver ISiR 
& to look for the date-line, concerning 
on. which the headline said, “it tells 
i Eve e% d batteri 8 g 3 "es as = . * . \ . . . 
no- hg rt ready battertes are fresh as Standard Oil’s advertising problem is (1) to create and maintain in people a 
a Pr ‘ ar she _ ont x e ° o e e 
ob- — — Eveready’s definition of a flash- desire to buy their products, and (2) to remind people of that desire while they 
in “y light batter has given rise to a new . ae 
in | slogan which will be featured are on the buying path. .... Which, we believe, is not unlike the advertising 
an throughout the campaign: “Eveready ss . és .m 
note hatteries, packaged electricity at its problem confronting every advertiser — perhaps not unlike the advertising prob- 
ved est.” . Hi 4 até © 4 ac « M4 ao. 1ch 4 « » 
os “Four fashiiane Getheey te conte lem confronting you. Standard Oil has solved this advertising problem in large 
—_ aCKaLe slectricity’ tricity 4 = 99 « 
ors deeper stcicighe x MRA estate part thru Federal outdoor electrical advertising — both ‘‘spectacular’’ and 
uct produced from six powerful chemi- 
ost cals of the type that science knows **point-of-sale’’ electrical advertising — has proved to their 
as active,” the first advertisement = P 
says. “Naturally, battery service is own satisfaction that outdoor electrical advertising is the logical 
best when these chemical elements . ‘ » 
i re fresh.” and profitable way to solve it. Night and day — the colorful 
of News Stories Told Standard Oil ‘‘spectacular’? (above) on Chicago’s $2,000,000 
110n 
ent rani pestle srg ct mort yee “Skyline of Signs” drives home continuously Standard’s message 
: eveready S date-line idicates e sg 
Lion j . . . - . . . . 7 
te tine When the chemicals will begin to a proved 500,000 daily circulation; while smaller signs through- 
de- 'o deteriorate at such a rate that : 
i best results and greatest economy out the country — at the point of sale — con- 
, can no longer be expected. ° ° ° ° 
- The dateline will serve as proof tinuously remind motorists of their need for 
* that Eveready batteries s so fas . ° ° ° 
site thik deat wee on 8 tam Standard products at the right time—while they 
ired aaa — ers stocks are never old. E - 
ie Dateline discussion serves as a Cae ee are on the buying path—bring them in to Stand- 
ae ‘ever tor institutional comments in . ae : ier 
pee Pm <089 ae ard filling stations, to buy. GYour request for 
’ . : : ery af - 
ali ome pictures and narrative in j . - — i “ " ? 
oes e first advertionmen? deat with = Electrical Advertising facts is cordially invited. 
: ‘se Of a flashlight for signaling help ; 4 
sion, ¢ 5 Seated ie : 
ong atter “ canoe upset during which “n Ne. 
be ‘© Dattery had been submerged and : ts? A 
$.. -resctie at sea effected by. flash- FEDERAL ELECTRIC COMPANY 
eo signals at night after daytime INC. 
: ‘forts to attract passing vessels had y ; y YA . Y , ; 
e in bats ' / f z 
ein fee, "Megas Gee a eee CLAUDE NEON FEDERAL COMPANY, INC. 
— Ws happening in which the home 225 NORTH MICHIGAN AVENUE CHICAGO 
iver: ca ' y factor was _ illustrated. Baltimore Cincinnati Dallas Duluth Houston Indianapolis Lexington 
only PF  Cushout the series, actual news Louisville | Milwaukee Minneapolis | New Orleans Philadelphia St. Paul 
ated owing the value of flash- Subsidiaries : 
vzine “its, Will be featured. FEDERAL BRILLIANT CO. CLAUDE NEON FEDERAL CLAUDE NEON FEDERAL 
ee St. Louis and CO. OF OKLA. CO. OF KANSAS 
. Kansas City, Mo. Oklahoma City, Okla. Wichita, Kansas 
i, Open New Studio 
-osraphie Illustration, Ine., 
etd . kland Ave., Detroit, has been 
Tit. : eee Michael Todd, formerly 
| the Come cosh Manus, Ine., and Marshall 
Ine. mene; WHO was with Austin F. Be- 
ed = In 
a WE DO OUR PART 
_ To Frank Presbrey 
1 t“Hioy Ine., importer and creator 
ip- > Sigh Sivie” Haane Macs nw 
qui San Fray sah linens, New York and Point-of-sale identification—day view. Point-of-sale identification—night view. 
Com Prechy. . °0, has appointed Frank 
t his rey Company, New York. 
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me 


es the street, the other did not, result- | Over 1,000 spurious requests in the | and received their copies of ‘Beer at 
. SALES OF TIRE ing in a bad skid. Huge Demand for 'form of cards and letters, all ap-| Home’ to date, we say ‘Thank yoy: 


The current advertising was spe- parently in the same handwriting,| As for those who would undo a jo; 


| 
an “ * . P P P | » 2 ° 
en cial, the regular Weed campaign | Booklet on Beer; were received within a week. ‘of good by a little evil, we «a, 
be having ended in January. In the Wags Responsible | Forthwith, an advertisement ap- | Shame on you! Such tacties ap. 
Wis meantime, tire chains are riding a | peared in the Detroit News severely | pall us. 
a 2 crest of popularity greater than has | |reprimanding those who “have elect- The advertisement was signed hy 


existed for many years, according| Detroit, Mich., March 1.— Wags or|ed to undermine our current adver-| J. W. deBeaubien, sales and adver- 
Q 77h to the American Chain Company. j|scalawags wrought considerable|tising efforts.” | tising manager. 
| havoc with a brewing company’s pro- The copy continued: “If these | 


|gram here and prompted publication | people would discredit a construc: | a 
Names J. W. Sweeney | this week of an unusual newspaper | tive advertising campaign by making Bruce Logie Promoted 


s 4 r aoe . —— P | P : 9° Na ae . 7% 
W f ed Seizes Opportunity J. W oods Sweeney has been ap- | advertisement “bawling out” the per-|the results appear ‘phoney’—they| Formerly with Butler Brothers and 
pointed New York divisional man- Ward & Co. RB 


, Wadevated Gal : : B | petrators of the hoax. have waited too long. Too many Montgomery : ce 

. . ave . a( > "¢ > Poe aS . ry . > s- owe . ‘ , . - . y > , ; . rar ic ne 
With Special Copy bea a pwc pa t neath be ith rhe Schmidt Brewing Company re-|thousand bona fide requests for at ay — mer advertising 
| - 2 e & -eney Was tor eTLY j 2 : : : : ’ : a eT Marsné . . - 

\New York Edis '= edlepictage .. |cently offered in connection with its|‘Beer at Home’ preceded their cards | duping of ae ae Field & Co., Chi 

oie | New York Edison Company and pre- |}cago, in November, has been pro. 


viously was for five years assistant |"€WSpaper advertising program, ajand letters. moted to advertising production man 
- New York, March 1.—The second | manager of the New York branch of | free recipe booklet, “Beer at Home,” | lo the 8,572 readers of the De-| ager. He succeeds Harry M. Jobson 
record-breaking blizzard of the win- | Servel, Inc. that would be sent upon request.|troit News who have written for, ' resigned. 


ter last week, and another terrific acon : : = = = ——>>~=—>>E=—=>eEE>E>S>S>E—— —=——= 


"ITS AN ILL WIND—" 


WEED “EMERGENCY” WEED TIRE CHAINS 


UNIT CHAINS FOR REGULAR SERVICE 
A each and viene device te help res out of = And few all forme of continued slippery rand 
dene dei (ind wom aad cad ond quae soni drvmg. WEEDS beve eww the sremdard com 


Lmer gee ee come cad ge gen, 


When to use and when 
NOT to use 


“Emergency Units” 


4 met 
tens? 


" ¢ Aa? 


© The Emergency Unit is just what soon as possibile because they de mot 
ios mame calle ite unit of chain cep around the tire as WEED Cheine 
buckled sround tire and rim to give de. They are rigidly anchored in one 
your car on extre “toe bold” for A pot where they continually pound 
FEW REVOLUTIONS. It is 0 greet vate the etructare of the tire 

livtle helper to get you out of « hole When dewing any dretance 08 saowy 
or ditch oF pull through drifts of of slippery etrects and bighweys, use 
snow until you get «grip on the road. —_etandard WEED Tire Chains or WEED 
‘That ie whet the “Unit” i¢ made Americans, They give you fer more 
foe and it doce ite work wonder cross chains, hence fer more chain com 
fully well. tects with the coed thas the “Uni.” 
Bus motoriets should be advised re And thes cometant creeping around 
gording the limitations of “Unite” — the tire prevents damage unevoideble 
and their probable damaging effect om where the “Unit” is wend for any op 
tires, Unite doould mever be used for —preciable distance. Any good desler 
driving. They should be taken off os can supply you with WEED Chane. 


WEED TIRE CHAINS 


WEED “EMERGENCY UNITS” —for short hovls out of snow or mud. 
WEED REGULAR — economical for driving ony appreciable distonce, 
WEED AMERICAN — double mileage from reinforced crom choins. 
For sole ot oll better garages ond eute accessory stores 
Hf yeu tell te find them. telephone Amerieee Chein Company tac, 
290 Perk Avenues. The phone number te Venderbit 3-8000 


hasta © 
x good of 3% 


Special newspaper copy induced 
by the recent exceptionally severe 
weather. 


follow-up this week, gave the Amer- 
ican Chain Company an unusual op- 


portunity to deliver a message on AA Vs en a Fr , ald : Vanderbilt, Jr. ie 


Weed tire chains when it would find Wai, 
most ready acceptance. 

A 500-line advertisement pointing 
out the proper sphere of use for 
“emergency unit” chains and regu- 
lar round-the-wheel type automobile 
chains was dusted off and run in 
newspapers in New York, Boston 
and Chicago. Its previous appear- 
ance Was several weeks ago. 

The company “had all it could do 
to handle orders” for Weed _ tire 
chains as a combined result of the 
storm and the advertising, which ad- 
vised calling the company if diffi- 
culty was experienced in locating 
the product at garages and auto ac- 
cessory stores. 

furthermore, numerous telephone 
calls were received from individuals 
who wished to thank the advertiser 
for “putting them right” on the dan- 
ger involved in misuse of ‘emer- 
gency units,’ which are individual 
chains fixed firmly to the wheel, usu- 
ally in three places. 

The selling work of this copy was 
subtle. During the past season there 
has been a gain in popularity of the 
emergency units,” chiefly through 
chain store outlets. The problem 
was to swing motorists to regular 
chains, and on this point an execu- 
tive of the firm said it is “criminal” 


M 


by William 


sid at the bottom 
of a £00 


of the $C2, 
d rime- 


7 a 


~~ — 


to sell units for steady use. “ ? ‘ 
ady <7) 1.941 a 

Units Called Dangerous C 

Many people have never been ad- t 
vised of the dangers of such misuse, 7 
: 


he maintained. Units, the copy says, 
are for but a few revolutions to get 
out of a hole, especially when the 
wheel is so located that regular 
chains cannot be installed. After 
that, they become dangerous, wear- 
ing spots in the tires which may 
cause blowouts or other trouble, 
whereas regular chains “creep” 
around the tire, giving uniform wear. 
Tests conducted by Weed showed 
that out of many trials, units never 
lined up properly in braking, and 
generally when one of the wheels 
stopped so that the chain contacted 


REDBOOK 


for April... the magazine 
PLUS A BOOK-LENGTH NOVEL 
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March & 1934 ADVERTISING AGE 11 
+h) that’s old before you buy it,” with | and showrooms are already supplied ease obtained only by Hupmobile’s bb 
bh DS the assumpttion that, “When you)| with a plentiful supply of booklets unique construction. 
| hav e seen them, you will understand |to pass on to prospects. Magazine schedules for the cam- 
| why tomorrow's cars will all be aero-| In one booklet, “Facts about the | P2/s8n proper are now being drawn. 


indies . . . Why most cars on the | 4934 Hupmobiles you should have| “ illis Monroe is advertising man JOURNAL ’ 
j bey today—and many now in deal-| gt your fingertips,” prospects are ager. 
t a 


bem showrooms—are obsolete.” ‘told that, “In its 1934 models- the | 


a etroit, Mich., March 1—Prior to| The same copy theme, Te a | Series 417, Series 421-J and Series | Appoint Brinckerhoff . 
: , extensive campaign which wiil| “harmonized beauty with 100 per —Hupmobile pioneers the most| Brinckerhoff, Inc., Chicago agency, 


form ly introduce the new aero- cent Aerodynamic design,” will be leo and dec isive improvements | has been appointed to direct adver- 


= ed 


avna 1ic Hupmobile, the Hupp Motor | used throughout the campaign. |}ever made in motor cars. post - gen y tensed Seo age N York, M h 1.—Believi i 
‘ ont in o oti ¢ in- | a “<a P 2 = ania |} make ‘ : ¢ 5 New ork, Mare —Believing ad- 

car Corporation is conducting an in-| Booklet Tells Story | “First, is its amazingly new treat-| \¥0- aw ¥ arch g 
oductory program urging the public |ment of aerodynamic style; second, | . a vertising men and women the best 
t for the new series Besides use of magazines, the pre-) ". : an uaten Gel " sources of contributions, John A. Stra- 

. . : : , Rad _ |its invasion of the lower price field | M A nted é got : 

- first “Wait” advertisement | announcement program in¢ ludes vec ith < saline war ene of trait | oss ppot ley, editor of “The Bawl Street Jour- 

: ; oy ; eam ‘tarng.| With an e 21) .% adl- : . : » f OEE : 
whi appeared in the Saturday Eve-| tensive mailings of advance litera ihe lH nite euntite: think. tis Moss Associates, New York, havejnal,” has asked ADVERTISING AGE to 
Post this week emphasized | ture to the trade. Dealers’ windows | tiona upmobl . wae 7s - been appointed to handle the maga-| announce the prizes for the 1934 edi- 
ki lining with beauty. It was|have for the past few weeks dis- — ment of “Coordinated Sus- |zine, newspaper and radio advertis-|tjon of the burlesque financial news- 

P d: “Don’t buy a new car | played posters heralding the new car) pension, a new riding and driving ing of Sincera Beauty Preparation. 
nea. a | a | 


paper, material fer which must be 
— — ——|submitted prior to May 10, 

The humorous publication is issued 
as a souvenir of the Bond Club's 
annual field day, usually held at the 
Sleepy Hollow Country Club. In sub- 
ject matter and layout the paper imi- 
tates the Wall Street Journal, and a 
study of that publication will suggest 
topics and treatment for the _ bur- 
lesque number. 

This year 36 prizes, totaling $1,000, 
will be given. Contributors may 
compete in as many classes as they 
wish and may submit as many items 
in each as they desire. 

Five prizes of $50 each will be paid 
for the best feature stories. These 
should deal with topics important 
enough for the front page and run 
600 to 1,000 words. 

Six prizes of $30 each will be paid 
for miscellaneous length stories run- 
ning 200 to 600 words. 

Nine prizes of $20 each will be paid 
for short news items. These may be 
from one paragraph to 200 words. 

Booklet of Rules Available 

The three best questions and 
answers for the “Inquiring Investor” 
+ aside will draw $20 each. The 
best editorial, not more than 400 
words, will be awarded $50. 

There will be nine prizes of $206 
each for the best small advertise- 
ments, and $50 each will be paid for 
the best large financiai advertise- 
ment and the best large commercial 
advertisement. 

“Don’t be profound,” Mr. Straley 
advises contributors. “Our readers 
will not wade through a long build- 
up in hopes of a chuckle at the end. 
Put a laugh, or a promise of one, in 
the lead. 

“We are not open for stories which 
depend for humor upon suggestion or 
questionable taste. Furthermore, it 
is not our policy to kick a fellow 
when he’s down, so avoid allusion to 
current business or financial difficul- 
ties. 

“We do not want jokes or poetry.” 

A booklet containing rules of the 
contest and examples of prize-win- 
ning contributions in former editions 
may be obtained by addressing John 
A. Straley, Corporate Administration, 
Inc., 52 William Street. 


Barlow Takes Over 


Syracuse Office 
The Syracuse office of Van Sant 
Dugdale & . formerly owned 
4 oe . — 7 , jointly by E. S. Barlow and the Van 
; F BOTTLES had faces. this one become a Civilized Drinker.* Giving have something that will appeal to Sant Bn vty Company, has been 
: : : ° : QT = : et eee - taken over by Mr. Barlow, and will 
would be erying. It has just been his wife $27.50 worth oflongstemmed — both of them, it is entirely possibee § |." known as the Barlow Advertising 
spurned by Henry J. Fidget, wine glassware for Christmas. he has set- — toadvertise (L) in magazines he reads, Aaneey, sae tala ania dala 
/ ‘ ‘ ah , ; ‘counts to b d by , 
e) buyer for the Fidget family (Mr. & — tled down to an intensive study of | (2) in magazines she reads. noiniy ate Dakrvaé’s Laaned, Clem 
s rf rs 7 , he se ae ] - ’ P ogen Cream, Onondaga Pottery Com. 
) Mrs.). The bottle had been born dur- —_‘ Vintage Years, What goes with What, Or you can pay less than half that score rene dtge orn Rigg td aoe 
ing the wrong year, according to the — and _ the difference between Chablis — amount and advertise in a magazine Company, Beacon Milling Company, 
“ r Syracuse » Cc any, C . 
svothsayers. and Pouilly. they both like to read—Redbook — bian Rope Company, and San-Equip 
+s ° ge : C yany. 
The exasperating part of the whole Is Mrs. Fidget impressed? She is. with 650,000 families on the list. ciao 
businessisthat untiltwoshortmonths |What's more, it gives her a chance to In Redbook your advertisement | Plan Campaign for 
j _ ago Henry, like anyone elseinanarid — get out the service plates that Elsie pulls for months after the date of issue, Sunshine Krispy Crackers 
country, judged wines and liquors by gave her for a Wedding Present. And long after the death of those maga- Botsford-Constantine & Gardner, 
= . ; ° 4 : San Francisco, will direct a newspa- 
the relative speed with which they iu freely admits she likes the taste zines whose existences are measured oar aaumeiie dur vee. Maeanien ti 
removed enamel from the teeth. of Sherry and Madeira either before jy days and weeks. And you reach cult Company on the Pacific coast. 
Now Henry makes free with a or after dinner. both sexes—men and women—for __| with the company’s national advertis- 
; . i " ee eer F ing campaign using full pages in 
Whole new set of adjectives: **mel- Advertisers should note one thing — less than you pay elsewhere to reach etieits, Wasatn's Hens Couannlen. 
: articiis Tw > i i sePX > Ladies’ Home Journal, Delineator, 
low. full-bodied, aromatic. bland, — in partic ular. Two people drink in one sex alone oot Gut Dee ee: 
“wave, smooth, delicate, noble, vig- the Fidget family. He and she. If you Sell the family and you old oll. 
or s ? - < ai - | } »)° rc ° . 
e rous. fragrant,”’ and so on. *y. Julian Street on “Civilized Drinking eee Wahl Offers Combination 
4 S 1 New York City. The Wahl Company, maker of 
1. What has happened? Henry has _ in the January Redbook. y weanabees Ga be: dak Gee 


leads, is introducing to dealers a new 
lead and pencil deal, consisting of 
a supply of four-inch square leads 


* is il. Th 
THE SHADOW OF A MAN STANDS BEHIND EVERY WOMAN WHO BUYS and the new “4 Square’ penc ° 


combination will sell for 47 cents, 
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PaaS 12 ADVERTISING AGE March 3, 1934 
Sa eld cae a | : er = ee ae px 
Advertisers’ ___All deliveries are being made by| Frank Roderus Dies GLORIFIES THE STAFF 
Western Union, the Series Starting | Formerly national advertising man- 
P 7, ll | with an attractive tangerine b0OX | aoe, of the Terre Haute, Ind., Post, 
roducts e /containing the March issues of the |and later connected with the Terre ; 
M , | publications, and following up week-| Haute Star advertising department, 
, +t eer : ae ainine « _ » ene = ‘ ae . = 
ee... odern Ss Tale \ with similar boxes containing an | Frank Roderus died at his home 
wae |actual product of a Modern Maga-|there Feb. 15. He was at one time 
. - ee ee : | zines advertiser. | with the Chicago Dispatch, and or- 
New York, Feb. 28.--Adopting an : aan . | ganized the Beet Sugar Gazette. He 
entirely different method of ac- Once - month the “rem oe was 76 vears old. 
quainting prospects with the type of | the magazines themselves will | Sy Fadl 
supplant the commodity package. 


product already advertised in their | 
columns, Modern Magazines has be- | ~-_ : 

gun the delivery of a series of pro- | Death Takes | A Rohan 
motion to advertisers and J. V. Rohan. for more than 25 
agencies in which an actual product lyears president of Belle City Incu- 
of one of the magazines’ advertisers | hator Company, Racine, Wis., died in 
included. ' Racine Feb. 25. 


pieces 


is 


roup 


..a new major medium... 
covering America’s major 
market ...combining the 
prestige of radio... the 
pulling power of “Producer” 


Wisconsin Papers Merge 

The Waupaca, Wis., Post and the 
Waupaca News have been consoli- 
dated with D. F. Burnham as general 
manager, John Burnham, editor and 
Robert H. Wright, advertising man- 
ager. 


..announcing 


Broadcasters 


Inc. 


stations and the Flexibility 
of Individual Market Selec- 
tion-all ata cost that makes it 


est BUY 


IN BROADCASTING” 


G roup Broadcasters Inc., is an organization of leading 
radio stations serving the most important trading areas 
in America’s major market, (known in Radio as the Basic 
Area)—where 60°, of the population, 62°/, of all retail sales, 
65°, of the Nation’s wealth, and 72°/, of Radio’s listening 
audience are found. 


“THE 


. . . Offering to national and sectional advertisers a new 
major medium which,— combining the prestige of Radio 
and the Flexibility of individual market selection, — gives 
in one unit, the most effective and intensive coverage of 
these markets at a lower cost per thousand than any other 
medium. 


... Offering guaranteed coverage of these markets by 
means of outstanding “Producer” stations which have de- 
monstrated for many years their ability to gain an audi- 
ence, hold an audience and make them buy. 


. . . Offering in addition, wholehearted local cooperation 
and service to the advertisers, on the part of each station. 
Group Broadcasters Inc. offers broadcasting service to ad- 
vertisers placing equal schedules on ten or more of its 
member stations, at rates which invite comparison with all 
media covering this important market area. 


BUY IN BROADCASTING”. 


CHRYSLER BUILDING, NEW YORK, N. Y. 

3300 UNION GUARDIAN BLDG. 410 WRIGLEY BLDG. 
DETROIT, MICH. CHICAGO, ILL. 
CADILLAC 7200 SUPERIOR 3426 


GROUP 
BROADCASTERS 
INC. 

JOHN SHEPARD, 3rd—WNAC 
President 


Executive Committee 
ALBERT A. CORMIER—WOR 
Chairman 


ARTHUR B. CHURCH—-KMBC 
I.R. LOUNSBERRY—WGR-WKBW 
HARRY HOWLETT—WHK 
THOMAS P. CONVEY—KWK 


MEMBER STATIONS 


WNAC Boston, Mass. 
WGR-WKBW Buffalo, N. Y. 
KYW Chicago, Ill. 
WSAI-WLW Cincinnati, Ohio 
WHK Cleveland, Ohio 
CKLW Detroit, Mich. 
WDRC Hartford, Conn. 
KMBC Kansas City, Mo. 
WOR Newark, N. J. 
WIP Philadelphia, Pa. 
WEAN Providence, R. I. 
KWK St. Louis, Mo. 


Other stations being added 


The advantages accruing to the advertisers using this group make it, we believe, “The BEST 


GROUP BROADCASTERS INC. 


TELEPHONE VANDERBILT 3-3425 


RUSS BLDG. 
SAN FRANCISCO, CAL. 
SUTTER 0144 


Old Borden Copy Finally Gets. 
Into Print | 


New York, March 1.—At the same 
time easterners were experiencing 
blizzards of record proportions, they 
were also given a taste of milk ad- 
vertising of the “Royal NW Mounted 
always gets its man” type. 

First to 


seize the advertising op- 
portunity was Borden’s Farm Prod- 
ucts Company, Ine., which exacted 
advertising dividends from the storm 


which started on Tuesday a week 
ago. 

Like kids with new sleds, the} 
agency men whooped into print the 
next morning with 1,000-line “A 
fight to the finish ... your door- 
step” copy in the New York Times. 


a A | 
A fight to the 
finish... 


your doorstep 


| 


‘ < * ’ —— 7 
Z y ‘ a ~ 

’ 
OnMdens crave 4 mix 


Saute ich County Fes 


DAILY DELIVERY OF BORDEN AND WALKER GORDON IN GRATER NEW 
vor ND IN WESTCHESTER, LONG ISLAND AND NEW JERSEY WITHIN te MILES 


raooucts 


How Borden's told its story. 


Herald Tribune, Mirror, News, 
American, Sun and World-Telegram. 

It was the opportunity they had 
awaited for four long years. That far 
back someone got the idea that some 
day New York would have a really 
big blizzard that would tie up traffic 
and maybe cut off the city’s fresh- 
food supply. The illustration in the 


Borden advertisement of last week 
was prepared then. 

Every time there was a snow 
flurry, so ADVERTISING AGE was. in- 
formed, the client was anxiously 


queried as to whether it might not 


be wise to run snowstorm copy. 
The Right Time Arrives 


But until last week the stern reply 
had always been: “No, it’s not big 
enough. It’s gotta be a big storm.” 
answer was differ- 
illustration, with 
dog-eared and _ shop- 
worn, if not careworn, was hauled 
forth again from its cabinet, this 
time to reach the eyes of millions. 


Last week the 
ent. The prized 
edges slightly 


It showed a Borden milkman set- 
ting a bottle on a doorstep in a swirl 
of snow. Behind him was blanketed 
Dobbin hitched to the shay (but that 
was out of sight behind the house). 

The copy, written during the 
storm, reflected the spirit of deter- 
mined struggle: 

“Men and horses, trucks and trains 
fighting against the storm—straining 
to get the milk to you on time. 

“Their precious cargo is as vital as 
heat or light, shelter or clothing. 
Streets may be blocked with snow, 
but the milk must come through! 

“And the milk does come. For no 
storm has yet made Borden’s men 
give in. The worse conditions are. 
the harder they fight to win through. 

“Yesterday in the worst storm in 
years our service was 97.7 per cent 
normal. 


Planes Put in Service 


“It’s not just extra equipment— 
powerful trucks rushed into service 
at a time like this. It’s the personal 
feeling of responsibility that Borden | 


iP, 


wes ~. 
“The Milk Must Get Through!” 


All through the night, over roads blocked » 
snow, heavy-duty Alderney trucks have be 
battering ther way . 
through! 


for the milk must ¢ 


Against overwhelming odds, fired by the 
sponsibility to thousands of children wh« 
not be let down under any cir 
Alderney employees are once again living 
the unwritten tradition: “The milk musr » 
through!” 

Due to the unselfish loyalty of our employ: 
amounting in some instances almost to heros 

it has been coming through — to y our de 


cumstar 


Hours before dawn, on city streets and cour 
lanes, the Alderney drivers have been batthng ¢ 
blizzard to make sure that the thousands 
Alderney customers receive their milk as usuy 


ALDERNEY MILK 


THE MILK WITH THE DEEP CREAM LINI 


ALDERNEY DAIRY ©O., 26 Bridge St, Newark, N. J 
Branch Distributing Plants: Hackensack, Orange. Elizabeth, Asbury Park 


Telephone Mulberry 4-4900 or your nearest branch 


Alderney's story read like this. 


men have about delivering your milk 
that makes them conquer heavy odds 
—and heavy snows!” 

Borden’s backed this copy up in 
genuine fashion. An aeroplane was 
chartered Wednesday to bring milk 


to Roosevelt Field and welfare or 


| ganizations were helped in supplying 
the certified liquid where needed. A 


plane was also used to relieve tem- 
porary shortage in some of the re- 


mote suburbs. 


This week Borden’s ran a second 
piece of storm copy. It was a tribute 
to the men who maintained milk de- 
livery service on a high level of effi- 
ciency through two successive and 
very difficult storms. The same list 
of newspapers was used with one 


addition, the Journal. 


Though the percentage of normal 
service ran even higher this week 
than last, it was not mentioned in 
the copy. McCann-Erickson, Inc., 
placed both advertisements. 

Across the Hudson river, the AIl- 
derney Dairy Company, Newark, this 
week did a similar job of blizzard ad- 
vertising. When the storm was blow- 
ing its thickest Monday noon, its 
agency, Anderson, Davis & Platte, 
Inec., suggested an advertisement as- 
suring customers that normal milk 
delivery was being maintained and 
incidentally paying tribute to the 
employes who were making supe! 
human efforts to get the milk 
through. 


The Rush Is On 
“We kidnapped an artist,’”’ Henry 
B. Lent, of the agency, tells, “shut 


him up in our office while he turned 
out the two illustrations in two 
hours. Copy was written... okayed 
by ’phone. Line cuts and type proofs 
were here by 5 p. m.... mats in the 
hands of the New Jersey newspapers 
later in the night for insertion Tues- 
day. 

“As the job went 
York was still swept 
with no sign of a let-up. 
telephoned at the last minute... in- 
structed us to withhold release for 
publication until an early-morning 
check-up revealed whether the milk 
trucks were actually getting through 
the snow-blocked roads up-state.” 

At 8 a. m. Tuesday, the client ad- 
vised that milk delivery would con 
tinue 100 per cent normal and the 
copy was released. 

The Great Atlantic & Pacific Tea 
Company blinked into blizzard No. 2. 
thought it would be nice to suppose 
the milk trucks would not break 
through and so ran a 450-line adver 
tisement in metropolitan newspapers 
to sell a few extra cans of evaporated 
milk. 

“Milk Supply Sure!” it said. “A. & 
food stores well stocked with 
White House evaporated milk.” 

It talked about the comfort derived 
from knowing the family milk SUP 
ply is well protected by a stock of 
six or eight tall cans of evaporated 
milk at three for 17 cents and su& 
gested to housewives that they ask 
doctors for a formula for feeding " 
to babies, thus getting in an indirec! 
medical endorsement. 

This copy also ran Tuesday. 


through, New 
by blizzard, 
The client 
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HARTLEY'S CHECK 
ON ADVERTISING 
PROVES IT PAYS 


New York, March 1.—The effect of 
advertising in maintaining sales over 
i of years is illustrated in the 
ence of R. U. Delapenah & Co., 
jutor for the English Hartley’s 
marmalade, which, after once becom- 
ing established by advertising, de- 
veloped a striking parallel of charted 


a pel 
expe! 
distr! 


sales against advertising expendi- 
tures. When advertising was cur- 
tailed, sales dropped, and vice versa. 
The marmalade was first § ad- 
yertised in the metropolitan area 
in 1924. The chart comparing 
monthly advertising expenditures 
with monthly sales started in 1927. 
G. FE. Harris, Jr., of the Gotham Ad- 


yertising Company, has had charge 
of the account during the entire 
period. 

During the early years of adver- 
tising, the sales fluctuated widely 
and showed no tendency to parallel 
the advertising expenses. In 1932, 
which was the best year in Hartley’s 
American selling experience, the 
parallels became very pronounced 
and have remained so since. 

“We feel it was just the consist- 
ency of the advertising effort that 
brought about this result,” a repre- 
sentative of the company said. 

Unlike some of the competing mar- 
malades, Hartley’s has not engaged 
in advertising spurts and voids. Its 
running 112 lines in New York 
newspapers, appears regularly each 
week throughout the year, with the 
exception of two summer months. 
Because of the steady advertising, 
dealers have a year round demand 
for Hartley’s marmalade, although it 
is somewhat higher in price than 
most others. 

Copy aims mainly to keep the 
product before the marmalade-eating 
portion of the general public. At the 
same time, it endeavors to get what 
new customers may be obtained 
along the way. 

In a new copy phase started re- 
cently novelty layouts containing 
two-paragraph messages are used. 
The manufacture of Hartley’s mar- 
malade from Seville oranges, which 
are claimed to have an inimitable 
flavor, and pure cane sugar is men- 
tioned in all the new advertisements, 
while breakfast and teatime, baking 
and other uses are alternated in the 
various pieces of copy. 

Papers used are the New York Sun, 
World-Telegram and Post; Brooklyn 
Eagle and Times Union; and Newark 
Neirs. 


copy, 


Criddle Joins Criterion; 
Succeeded by L. London 


Robert W. Criddle, resigned as art 

director of Outdoor Advertising, Inc., 
has joined Criterion Advertising 
Company, New York, as_ vice-presi- 
_ in charge of sales and promo- 
10n, 


Mr. Criddle was formerly with F. 


Ross and Newell-Emmett, and 
entered the outdoor field as art di- 


rector of General Outdoor Advertis- 
ing Company, later becoming sales 
Manager of the company. 


He is succeeded as art director 
at Outdoor Advertising, Ine., by 
Leonard London. Joseph Campanaro 


= been named assistant art direc- 
r 


Cosmetic Firm on Air 


Dawn of Hollywood, through its 


reagae John W. Hunt Company, 
os Angeles, is launching “Song of 
Araby.” a continued musical drama, 
Wer NBC 


= The program will be heard 
Tuesdays at 9:30, PST. 


Watson Joins Federal 


ce B. Watson, formerly with 
s ‘yer and Son, Inc., New York 
and Philadelphia offices for 12 years, 
"ed Joined the Federal Advertising 
Fency, Inc., New York. 


Kovachik to Roberts 


Samuel] 


the Kovachik, formerly with 
jott todney Boone Organization. has 
led the New York office of H. 


Ar 
Mstrong Roberts, photographer. 


Three Name Reese 


Bournefield, trousseaux, linens and 
lingerie, and Rotholz, New York and 


Boston, gowns, have appointed 
Thomas H. Reese & Co., New York, to 
direct their newspaper and class 


magazine advertising. Russ Russell, 
wholesale and retail millinery, have 
named the agency to direct his maga- 
zine and trade paper advertising. 


Gem to Paris & Peart 


Advertising of the Gem Products 
Sales Company, Camden, N. J., maker 
ot Laundry Gems, a bleaching, bluing 
and washing concentrate, has been 
placed with Paris & Peart, New York. 
Radio, newspapers and magazines 
will be used. 


New Copy Trend 


In Listerine’s 
Ape Story Seen 


New York, March 1.—In the field 
of proprietary product advertising, 
Lambert Pharmacal Company has 
struck a new note in its ape adver- 
tisement for Listerine by combining 
arresting headline with marked re- 
straint in stating curative claims. 

The advertisement, which cer- 
tainly would have pleased Charles 
Darwin for the support it apparently 
gives his origin of mankind theory, 


is a full magazine page devoted to 


colds. 
“Only you and the apes catch 
cold!” it says. The illustration is 


of a cold-suffering ape drawn from 
life by Dan Smith. 

After several paragraphs pointing 
out the absence of colds in other 
animals, the economic loss of $450,- 
000,000 annually in wages by U. 
S. cold-sufferers and the activity of 
the cold virus, the selling copy for 
Listerine was extremely mild, indic- 
ative, other advertising men thought, 
of a toning down of such advertis- 
ing and exemplifying self-regulation. 

“It is a matter of common knowl- | 
edge,” the copy said, “that the| 
cleaner the oral cavity the less the | 


| vertising 


chance of bacteria multiplying. In 
addition, certain tests indicate that 
the use of mouth antiseptics reduces 
the risk of catching cold. 

“For maintaining oral cleanliness 
and attacking germs, Listerine has 
been recommended for more than 
50 years. It is germicidal, non- 
poisonous, safe in action, pleasant to 
taste and therefore ideal for home 
use. 


Names Caneel fended } 


Rex Research Corporation, Toledo, 
maker of Fly-Tox and Rex Fly Spray, 
has appointed Campbell-Sanford Ad- 
Company. Newspapers, 
magazines, agricultural publications 
and trade papers will be used. 


Just to Supply lhe Wank of These 1300000° 


That’s 


the creams, 


EVERY 


bill for the 


weekly! 


$42,000,000 


For silk hosiery alone! 
just one 
huge personal bills these 
girls pile up yearly. 


full time to supply all 
powder and 
rouge these women use. 


MILLIONS 


For cigarettes and candy 
—not to mention the food 


meals these girls eat 


Spendthrit Young Women: 


N? ONE manufacturer could hope to 


supply these women with even one of 


the purely personal, purely feminine prod- 


ucts they buy for themselves! 


a group of 
of the 


run into the se 


work at capacity to care for this business 


alone! 


And a few smart manufacturers in each 


manufacturers 
monopolize all the business of the 1,300,- 
000 girls and women who read Faweett of 
Women’s Group, the group of firms would 


In faet, if 


were able to 


every 


tisers, 


month. 


haven't reached the “careful-buying™ stage, 


in spite of all the depressions in the world. 


And Fawcett Women’s Group of maga- 
zines does influence its readers—it influ- 
ences them, for instance, to buy 96.13% 
1,300,000 


circulation at wn 


And according to letters 


to from advertising agencies and from adver- 
these 


magazines influence their 


readers to buy in unusual volume, and to 


send in 


unprecedented volumes of in- 


i 
line can affect these young women, so as 4"!T"* 
» ge igger slice i iness— . , ws f 
sake een to get a bigger slice of their business—out Write or wire your nearest ‘Fawcett 
of all normal proportion! These women —_- : , 
$40, ’ dia ae ; Women’s Group representative for an in- 
On cosmetics! » It would are young buyers, easily influenced; a ma- ave: . 
ake sail . nor : erview now. . 
take a dosen cosmetic jority of them earn their own money; they 
manufacturers working : 


1,300,000 Guaranteed Circulation, ABC—actual delivered circulation, 
increasing at estimated rate of 50,000 copies per month! 


“Fawcett Women’s Group 


WEEK 


27 million 


FAWCETT PUBLICATIONS, 


New York 


Chicago Minneapolis 


Los Angeles 


Ine. 


San Francisco 
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ADVERTISING AGE 


March 3, 1934 


Copeland Bill Stirs 
Further Opposition 


»utinued from Page 


when if was announced that 
ment would be necessary, 
who pay for the advertising 

publishers have written in their 
‘mptions; the radio has 
tected, 
found 


ex 
been pro 


in official loop-hole. Why," 


asked, ‘leave out the billboards, the 
street cars, the peddlers and all the 
rest? You should exempt ali or 
none!” 

In detail, Mr. Dunn appeared to in- 


terest the committee members in el 


persistent advocacy of the McCarran- 
Jenckes bill, which has just been in- 
troduced and has been officially spon- 
sored by 
Manufacturers, and the American 
Pharmaceutical Manufacturers Asso- 
oahion 

Relative to advertisers fe said in 
part 

“We object to the omission from 
senate 2800 of a provision for an ad- 
ministrative board of review. That 
is, & board to which a manufacturer, 
uivertiser or importer may appeal 
for a review of an administrative de- 
cision that he has violated the act, 
which he believes to be unwarranted. 

“The McCarran-Jenckes bill con- 
(ains this provision. The board con- 
sists of five members appointed by 
ihe President for terms and subject 
io regulations prescribed by him and 
its judgment is by a majority vote. 
These conditions reasonably assure a 
proper personnel and a due proced- 


ure. This board is a quasi-judicial 
body created and acting independ- 
ently of the Secretary of Agricul- 


ture and its judgment of reversal is 
binding upon the Secretary 
Review Board Necessary 


“The extension of the act to pro- 
hibit’ false or deceptive advertising 
makes the provision for such a board 


the Associated Grocery | 


{a reasonable, 

vdjourn- | 

“but those | cause a broad law against false or 

The | deceptive advertising, written in gen- 
i 


just and necessary part 


of the revised act. This is true be- 


|eral terms, presents an infinite num- 
| ber of questions of close and border- 


the advertising agencies have | line 


| 


construction, questions which 


he | are highly technical in character and 


difficult and puzzling of answer, ques- 
tions which involve honest diver- 
gence of opinion and are subject to 
honest opposite answer. 

“Consequently in plain justice and 
because of the essential place of ad- 
vertising in the modern merchandis- 
ing of food, drugs and cosmetics, and 
because of the practical difficulty and 
expense involved in changing settled 
plans of advertising, there ought to 
be some provision in this revised act 
for a competent and impartial admin- 
istrative review of an advertiser's ad- 
ministrative answer to such a ques- 
tion, which answer the advertiser 
sincerely believes is unreasonable and 
not sanctioned by law, before he is 
compelled to face a criminal prosecu- 
tion and is publicly branded as a 
false advertiser upon the basis of 
that answer. 


See Too Literal Interpretation 


“The danger of an erroneous ad- 
ministrative answer to such a ques- 
tion is very real, because the admin- 
istrative approach to the question is 
more academic and governed by a 
strict construction of the act and a 
literal interpretation of the advertise- 
ment and may be influenced’ by 
personal disposition or by an unduly 
narrow point of view. The very ex- 
istence of this board of review would 
be a strong influence against a wrong 
administrative answer to such a ques- 
tion. And it would operate to protect 
the Secretary of Agriculture from his 
misadministration of the act, as 


There are no entertainment features 
nor fiction in PHYSICAL CULTURE. More 


than a quarter of a million families 


buy it every month because they have 


some personal problem awaiting an 
immediate solution. PHYSICAL CULTURE 


is their friend and counselor --- their 


antisceptics, correct cosmetics. 


authoritative advisor upon satisfying 
their every need. Proper foods, right 


Your 


sales message, therefore, is automatic- 
ally insured the “Right Ad- Atmos- 
phere’’ for clicking. 


much as it would operate to protect 
the advertiser.” 

In this connection a plea was 
made for recognition of the place of 
“trade puffing” or “prideful boasting” 
in the bill. Mr. Dunn declared that 
the grocery interests and the drug 
interests were apprehensive that a 
too literal interpretation of the sec- 
tions referring to advertising, adul- 
teration and labeling, would elimi- 
nate such practices, “which all man- 
ufacturers indulge in if they are 
proud of their product.” 

He found objection to Sections 7 
and 11 which, he said, failed to take 
into consideration the properties of 
some foods to swell or to increase in 
bulk before reaching the consumers. 
Particular objection was noted to the 
requirement which insisted upon 
revealing the contents of mixed foods 
and proprietary foods, the printing of 
which, he said, would tend to ruin 
the manufacturers. “Label disclosure 
is most vicious,” he stated. 

For such reasons he urged the place 
of the board of review in the Cope 
land bill. “It is no answer against 
a board of review,” he declared, “to 
say that the present pure food and 
drugs act does not provide for it. It 
is an indisputable fact that Senate 
2800 contains no provision whatever 
against an unjust and unwarranted 
criminal prosecution, based upon an 
erroneous administrative decision of 
violation with respect of an adver- 
tisement.” 


Copeland On the Spot 


He insisted that the experience of 
the past indicated the need for such a 
board and more so with the introduc- 
tion of such a proposed law as the 
Copeland bill would provide, “due to 
its extention to the _ prohibition 
against false or misleading advertis- 
ing.” 

While Mrs. Harris T. Baldwin, tes- 
tifying that she represented several 
consumer groups, supported the bill 
and urged “its immediate enact- 
ment,” from the Emergency Confer- 
ence of Consumer’ Organizations 
came a formal statement signed by 
George Soule, Harry M. Laidler, Rob- 
ert Morse Lovett, Elizabeth Gilman, 
and Freda Kirchwey, questioning the 
“competency” of Senator Copeland to 
write such a bill. 

This group maintained that while 
Assistant Secretary of Agriculture 
Tugwell, who drafted the original 
measure which Senator Copeland has 
rewritten, has tacitly accepted the 
present compromise bill, he has also 
said that “the revised bill is not one 
which is wholly desirable,” but that 
“all bills are compromises and this is 
no exception,” and that while “it does 
not contain all the features which I 
personally consider desirable, it is so 
much better than the present law 
that it is entitled to support.” 

The Emergency Conference of Con- 
sumer Organizations called attention 
to Dr. Copeland’s radio broadcasts 
for advertised products and named 
three which it says would be ad- 
versely affected by the Tugwell bill. 

“For a Senator to accept compensa- 
tion from an organization affected by 
pending legislation is a violation of a 
criminal law, if there is any intent 
to affect that legislation,” the Com- 
mittee declared. ‘While intent in this 
case is not proved, there is clearly a 
violation of the spirit of the law.” 

“The original Tugwell bill,” it 
added, “was far too weak to afford 
adequate consumer protection, and 
the Copeland-revised bill is so much 
weaker from the consumer viewpoint 
that it should be thrown out entirely 
and new legislation substituted.” 


Ask More Stringent Labels 


On the other hand, Mrs. Baldwin 
and the several score of consumer or- 
ganizations which testified under her 
aegis, suggested “strengthening” 
amendments to the present bill mak- 
ing mandatory more complete label- 
ing provisions, after the fashion of 
the law now in operation in Canada. 
She read into the record official Cana- 
dian government statements that 
the labeling requirements there had 
proved valuable, and that American 
manufacturers operating in Canada 
found the law helpful, particularly in 
classifications of standards. To this 
end she sought recognition and aid 
of the U. S. Bureau of Standards, de- 
claring that if this were done, schools 
would teach the proper buying of 
foods according to the label classifi- 


cations (A, B, and C grades), as thus | th 


determined. 

Mrs. Franklin D. Roosevelt was of- 
ficially declared to be in favor of set- 
ting up of governmental standards of 
labeling as to grade and quality. 

If unique for no other reason, the 
lengthy hearings discovered a mem- 
ber of congress who appeared as a 
voluntary witness in opposition to 
the bill. In _ fact, 
Lamneck, Democrat of Ohio, 
clared his opposition to any of the 
proposed food, drug and cosmetic 
bills now before congress. Frankly 
admitting that his constituents were 
among the large manufacturers af- 
fected through enforcement of the 
proposed act, he said the bill was 
“too drastic,” and in fact, “con- 
fiscatory.” 

Many arguments showed similar- 
ity, but that of Clinton B. Rabb, 
speaking for the United Medicine 
and Drug Institute declared that in 
his opinion, much legal confusion 
would result through the introduc- 
tion of the measure inasmuch as the 
vast majority of the states have 
passed pure food bills molded after 
the present federal statute. 

The present act is effective, “but 
something should be done about ad- 
vertising,” said Mr. Rabb. He fa- 
vored general regulation of adver- 
tising if food, drugs and cosmetics 
were to be regulated. His query was, 
“Why pick on food, drugs and cos- 
metics alone for regulation, and save 
the newspapers, publishers and ad- 
vertising agencies, causing the manu- 
facturers to suffer?” 

A new consumer voice was found 
in John W. Darr, speaking for 
the Joint Committee for Sound and 
Democratic Consumer Legislation. 
His plea was that “business knows 
the need of the consumer better 
than the administration”; that “leg- 
islation is hampering large indus- 
tries’; that “new legislation means 
new litigation with many years to 
discover the exact legal status.” As 
for advertising, he saw no more 
danger to the consumer in buying 
advertised foods, drugs and cosmet- 
ics, and occasionally finding’ the 
money poorly spent, than in buying 
automobiles and refrigerators. His 
theory relative to advertising was 


Representative | 
de- | 


— 


that it was to business what the 
|railroad is to freight. The railroag 
was not responsible for the type of 
freight carried and the advertising 
|pages were not to be held responsi. 
ble for the manufacturers’ 
|ments appertaining to goods. 
| A constructive suggestion, 
‘ently accepted by the senate com. 
|merce committee, was the request 
of the American Wholesale Grocers 
Association that the effective date 
'be made at least 18 months after 
passage to give ample time to mar. 
ket accumulated stocks before re. 
quiring the new labeling provisions 
proposed. 

Senator Copeland suggested Jan, 
1, 1935, in lieu of the present six 
months effective date, but indicated 
a willingness to “give ample time.” 


State. 


appar- 


Consumers’ Research 


Introduces Own Bill 

Washington, D. C., March 1.—The 
number of bills designed to regulate 
traffic in food, drugs and cosmetics 
was increased Tuesday when Rep. 
Patrick J. Boland introduced in the 
house a new measure drawn by Ar- 
thur Kallett and Maurice Ravage, 
attorney, and sponsored by Consum.- 
ers’ Research, Inc. 

The bill “is in part based on the 
framework of the original Tugwell 
bill; but unlike the revisions pre- 
pared by Senator Copeland, it is in- 
tended to afford greater protection to 
consumers rather than to food, drug, 
and cosmetic manufacturers and pub- 
fishers,” Consumers’ Research says. 

“The bill would require that the 
privilege of manufacturing a product 
should be granted only to those pos. 
sessing adequate technical knowl- 
edge, skill and equipment; that no 
dangerous or worthless product may 
be sold; that the truth, and to the 
extent necessary to safeguard con- 
sumers, the whole truth, must be told 
about food, drug and cosmetic prod- 
ucts.” 

In addition to introducing this bill 
of his own, Mr. Kallett spent two 
hours on the witness stand at today’s 
hearing on the Copeland bill, most of 
which time he devoted to a personal 
attack on Senator Copeland, based on 
his radio activities in connection 
with sponsored programs. 
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ABO* coverage in 1934 
means intolerable waste 


*ACTIVE BUYERS ONLY 
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A CONOVER-MAST 


205 E. 42nd St., New York City 
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- more stress motoring economy, so|past month, a white Pure Oil auto-| Atlanta, handles Pure Oil advertis-| Fyqgnk G. Huntress 


NEW PURE OIL 
DRIVE LARGEST 
INITS HISTORY 


's Highly Localized: Econ- 
omy Is Stressed 


—— 


Chicago, March 1.—Confident of 
the return of better business condi- 
tions. the Pure Oil Company has 
jaunched the largest advertising cam- 


paign in its history, a campaign 
which is unusual in the petroleum 


' Grven in Thes Expense Record Book 
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© More's the Theilt Fuel for modern metering 
1934 Purel-Pep Mere then jet goseline A wantihe 


bierd of al the 
sihcancy An anti-hneck, quick-sterting high-power, 
econemcel moter tual. duet say, "Purel-Pep ot stations 
erploving the PURE yea! sign for more ge per gelton. 


Purol-PEP 


The Thrifty 1934 GASOLINE 


a Pues O88 Company 


epeooucr 


field in that it is tailor-made for each 
sales territory in the 32 states which 
the company and its affiliates cover. 
company “zone” and affiliate 
company has been allowed to pick 
the mediums most suited to its lo- 
cality. 

Newspapers, outdoor posters, radio, 
direct mail, dealer literature, road 
and station signs, and special event 
advertising will be used in the cur- 
rent drive, which will run through 
June. “Economy to the motorist” is 
the general theme. 

Newspaper copy built somewhat 
after the lines of “Believe It or Not” 
asks such questions as “Do you know 
that at 60 miles per hour gasoline 
consumption is often 50 per cent 
more per mile than at thirty miles 
per hour?”; “Do you know that ten 
startings of a cold motor often use 
up as much gasoline as four miles of 
ordinary driving?” 


Each 


Offers Free Book 


These and numerous other “thrift 
hints,” the copy reveals, are con- 
tained in a 1934 “auto expense rec- 
ord book,” which tells 51 ways mo- 
toring expenditures may be reduced. 
Besides these facts, 20 pages are de- 
voted to space for all operating costs, 
divided according to subjects, such as 
Sasoline purchases, washing, chassis 
lubrication, ete. This book, which is 
given away free at all Pure Oil serv- 
‘ce stations, is in line, officials be- 
lieve, with the motoring public’s 
present economy-mindedness. 

Radio programs spotted over im- 
portant stations strategically located 
‘through the marketing territory, tie 
‘n the same theme, and call attention 
‘o the auto record book. Local talent 
has been contracted for with the lo- 
‘alized idea in mind. In addition, 
Nuerous smaller stations are giving 
ainouncements during the eve- 
The larger stations 
on various evenings, so 
re is a Pure Oil program on 
every night in the week. 
mediums also carry out the 

idea. For example, the 
a vutdoor showing, going up 
re replaces the colorful rooster 
otk: . icon seen last month with an 

» €arrying the slogan, “Wise Birds 
FPurol-Pep, the thrifty gasoline.” 
“tiatire posters are displayed at 
vice stations to make the tie- 
Sull more effective, 

‘ —— further force to the drive, 
ins... &. Pleture is to be released 
tig the spring, called “Alice in 
“orland.” This film will be of an 
“sonal nature, and will 
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Special Stunts in South 


Rocky Mountain area. Its 
brand of gasoline is “Purol-Pep” 


Florida, Mississippi 


vania motor oil is sold. 


lence of this product. 


being used in the south. 


that, officials believe, it will be in de- 
mand at many theatres and at busi- 


The Pure Oil Company has market- 
ing outlets in 32 states east of the 
leading 


in 


the north and “Woco-Pep” in the five 
southern states of Georgia, Alabama, 
and Tennessee. 
“Tiolene” is the brand name under 
which Pure Oil’s first grade Pennsyl- 
“Tiolene Can 
Take It” is the slogan used in news- 
paper copy which tells of the excel- 


Two special promotion features are 
During the 


gyro has been touring Florida, visit- 
ing all marketing centers. Recently 
the company has purchased a Waco 
cabin plane, which will be used for 
advance publicity and to make ar- 
rangements and reconnoiter for land- 
ing fields. The prospects now are 
that with the coming of warmer 
weather, the planes will extend their 
territory northward. 

Another feature is the “Aerocar,” 
a large trailer powered and drawn 
by a coupe, which will tour the state 
of Texas, where Pure Oil has recently 
acquired new affiliated companies. 
This car will carry the company 
name prominently displayed on the 
sides, and will broadcast sales mes- 
sages through a loudspeaker system. 

The Freitag Agency, Chicago and 


ing. 


A. D. McKelvy Advanced 


A. D. MecKelvy, formerly advertis- 
ing manager of Town Crier flour, 
who has been with Russell C. Comer 
Advertising Company for the past 
year, has been elected secretary of 
the company. He succeeds Stanley 
Jack, 


Douglas to Murrel Crump 


After five years as advertising 
manager and technical engineer for 
the Dewey Portland Cement Com- 
pany, T. B. Douglas has joined the 
Murrel Crump Advertising Company, 
Kansas City, Mo. He was previously 
with the Portland Cement Associa- 
tion. 


Named S.N.P.A. Director 


Frank G. Huntress, publisher of 
San Antonio Express and News, has 


been elected S.N.P.A. director for 
Texas succeeding Walter A. Dealey 


of the Dallas News and Journal, who 
died recently. 


J. N. Heiskell, Arkansas Gazette, 
Little Rock, has been appointed 
chairman of the association's edi- 


torial affairs committee. 


Flack Adds Three 


Three new 


members have joined 
the John B. Flack Advertising 
Agency, Syracuse, N. Y. They are 
Anne Fowler Ryder, specializing in 
package design; David Hipwell, as- 
sistant production manager, and Har- 
riet Steele, assistant space buyer. 


But 


markets of the country. 


ORLD FAIR 72¢an% YOU 


L. It means that Chicago will be a premium market for your goods. 


There is only one medium that will reach 
all of this premium market comprising 
Chicagoans and first citizens of all other important 


( 


@ 


The answer is Outdoor Advertising because this 
medium is the only form of local advertising that 
will reach the entire resident and transient audience 


A. It means that Chicago will be a national market for your advertising. 


for the single cost of local coverage. 


Why? 


(General Outdoor Advertising Co. 


Because where people move or congregate, they see 
and read Outdoor Advertising regardless of where they 


live or what their local reading habits might be. 


515 So. Loomis St. — Monroe 6800 


CHICAGO, ILL. 


ms OY SREY Sa ee 
Mage : ‘ “ ~ f mY a "4 <= 
Pye 
“ae 
| . - Po . | . 
| ——————— me a 
= 
se —SCisCsT | | iz 
- ooo eee Soom + £ a 
Cite 
ees 3 
, \ ra ane - = 
— | 47" 4 Ba 4 
ie \ Motorists- pony = “oe te t 4 
8 Know — yen pw a 
1e 7 TS)  <e > kd ; Facil 
=~ %, ZA a qa? 
m- 7 60 MRS 200 soe —— ! fi fs : . ? ~~ MB . me a 
he j i Bie wee —! oe i, fe a ee 
a 51 Ways to a : Sia ee 
re- T YOUR MOTORING COSTS 2 te oe a : — SS - 
to i oven ese ts ° ‘Sutil 
5 o| ‘ssa oe . e gen 
s @ Be eee | ) ee 
ib : macmemesieerset ee: f 
he by Speed osloreteonie mad : ‘ “ 
ct & ge | : : ) : ee : 
o § Veo) : : | ee . 
eS | \_ ff a 
no | pr ll e ; \\ \ AN INN 
lay EEE : \ ALN \ te 7 
the §& " A ) YN\ * 4 
on- ? ” . “ | ij ~~ Sn _ Rue . 
“ Ff . as | aN\\ YRS ae 
‘ f= oc se J . ” 
‘od- fg ees. 3 + \ . ry BEES OSS nd ane 
5 eS nn ie m sett 4 ek 
; ras Sete Py horn , jae 
but . SS my a i i 
two : | 
a | op So 
tot A 7 \ <] \ ie 
mal mE i Wi SS 1 WATT oy! p ie 3 
on : ar (GB yen NY \ : Be: Sang 
Fe. A ” ' Y a/ / Dose Z ar ra ie ee: 
ae | {4 | v S// ¥ a |} je ce 
| ! f ‘4 ff. My //] BY Z ay oe . 8B 
— § | "= = “ih i) . mn Al | \ G A\\\ 7 
__ : Cen) | MRLs Ge \ Dy VY J\ Z| 
3 Oe = IN Aa Ze 7 
7" . es. /, TN ——_ VAY WZ ee ABR ee 
— __ Se = | : aK Baked 
* —— SIR Mu ji 
‘ ial ea ae gk 
' > THAR eae 
4 Vii <i 
: 
| - = 
E | ree is 
eae | eng 
ie 
we . 
' ae ee 
| | 
| § 
(| D ; 
in f A 
< Ne 
i< \ 
4 DI / MK © S 
TY ] . 
K Arq . 
z, | C. \J Zn FS. 
od er i 
=» f: : 1. 
r= td OOS ee 4, pr of 
S < ee Ve . ett oft: 4 
al) pA ie , ae 4 . ae 
Se ne nL SO 
| ¥ Mae 4 at pa © Pir. " 
’ set, wy = NY r ‘ 
ear, . P ‘ 
Adie Me Ma 
rT Ne .f +: ut 
ry Un : uv ee 
oo P a i ee , 
. re) 7 oe 
‘ne ‘ irae 
ere 
Bp et t 
COD gee eer oF aL eae Ne dn Seer ee eee Cr i Poem Giang yee ee 2 ae Se ty,” eee IC mega > Oe ace. SS ey, oS 
sa I EN crear a A eae ae ah eer A eee ee ee es ee 
ene 2 oie ea eg ee, > LOC at VO Wig tg co aon coche) yh 2" Yc Ne hg ag ER rE SY a «Bee Bis De a See eae eee (So et. A eR MS, ree RAM nc a a pega er eS 2h only EN 2) ce oak ge 


ADVERTISING AGE 


1934 


DIRECTORY 


AND 


MERCHANDISER 


or 
THE SPIRITS AND VINOUS 
INDUSTRIES 


Mida's Services, Inc., with a 
background of half a century 
of service to the liquor indus- 
try, will publish the first com- 
prehensive directory and hand- 
book of the industry. Mida’'s 
Directory will have features of 
permanency, combined with 
completeness and facilities for 
keeping its data always up-to- 
the-minute—offering greatest 
usability to the field and hence 
greatest effectiveness for the 
advertiser. 


Loose-Leaf Binding 


Mida's Directory will be a 
handsome leather finished, 
gold embossed loose-leaf book, 
providing for the addition of 
constantly revised, current ma- 
terial—the only feasible type 
of service in an industry where 
change is a predominant char- 
acteristic. 


Supplement Advertising 


The facilities for flexibility by 
reason of supplemental infor- 
mation will be extended to 
the advertiser through the op- 
portunity to revise his story 
and presentation as necessity 
arises. 


Classified for Usability 


Mida's Directory will be fully 
thumb-indexed to make easily 
accessible the several divi- 
sions of information contained. 


Maximum Visibility 
The classified, thumb-indexed 


feature means that each ad- 
vertiser will be able to place 
his message for maximum visi- 
bility to the division of the 
field where his interests lie. 


Preferred Positions 
The Thumb-index Dividers, 


seven in number, provide the 
most important preferred posi- 
tions in the book. Reserva- 
tions for space are now being 
made, and these special posi- 
tions will be allotted in the 
order of receipt of reserva- 
tions. For full details of Mi- 
da's Directory, write request 
for data and rate card NOW! 


Address 
MIDA’S SERV ICES 


LEE W. MIDA, President 
537 South Dearborn Street, Chicago 


DICTATORSHIP 
BY CONSUMERS, 
SCOTT'S POLICY 


Autocratic Powers Given 
Unique Group 


Chester, Pa., March 1.—Reporting 
only to the president of the company, 
the “department of consumer repre- 
sentatives” is an autocratic organiza- 
tion which rules on both production 
and promotion of the Scott Paper 
Company. 

Though this unique organization 
has existed for almost ten years, 
little was known about it until W. W. 
Tomlinson, advertising manager, 
gave a brief description of its func- 
tions in the current issue of “Execu- 
tives Service Bulletin,” published by 
the Metropolitan Life Insurance Com. 
pany. 

“As the name implies,” 
Mr. Tomlinson, “the department of 
consumer representatives is a corps 
of men and women who represent the 
viewpoint and interests of the con- 
sumer. They are chosen for their 
ability to determine and reflect this 
viewpoint and they are responsible, 
not to a production official, but only 
lo the president of the company. 

“In no sense do we think of our 
consumer representatives as inspec- 
tors. Their duty is really three-fold. 
First, through continuous door-to- 
door interviews with consumers, they 
determine just what qualities in tis- 
sue towels and toilet tissues are most 
desired, 


explained 


Have Complete Authority 


“These consumer calls are supple- 
mented by interviews with doctors, 
hospitals, dealers and distributors, in 
order that the most complete under- 
standing of the consumer’s interests 
may be gained. 
“Second, in our 
sentatives, with 


mill these repre- 
their keen under- 
standing of the consumer's wishes, 
act as ‘buyers’ for the consumer. 
They accept or reject the production 
of each machine. 

“Third, they are charged with the 
responsibility of selling the consumer 
point of view on quality to every man 
and woman in our organization.” 

The department of consumer rep- 
resentatives also plays a part in 
training new employes. Changes in 
present products or development of 
new products are inaugurated only 
after this department’s approval has 
been given. 

“There are two sure routes that 
lead headlong to the abyss of busi- 
ness oblivion,” continued Mr. Tom- 
linson. “First, to continue to spend 
large sums of advertising dollars 
talking to consumers about things in 
which they are not interested; sec- 
ond, to promote a product whose con- 
sumer quality fails to measure up. 


Pays In Profits 


“We must not only win, but we 
must hold new consumers. The abil- 
ity of our products to satisfy con- 
sumers is the only force we know of 
that will insure repeat purchases.” 

The department of consumer rep- 
resentatives is comprised of men and 
women of high calibre and unques- 
tioned integrity. As a result, mem- 
bers wield power not only within the 
Scott Paper Company, but in the pri- 
vate offices of high executives of 
large corporations and in conferences 
of state and national authorities. 


As Mr. Tomlinson phrased it, “A 
sincere, honest effort to ascertain 
consumer wishes and interests in 


order to serve these interests better 
is always sympathetically received.” 

As a result of recommendations of 
the consumer representatives, the 
Scott Paper Company has spent hun- 
dreds of thousands of dollars for im- 
proved machinery, finer raw mate- 
rials, an enlarged staff of research 
and control chemists, a new chemical 
laboratory and many other invest- 
ments that have enabled it to be a 
better public servant. 


“In other words,” said Mr. Tomlin- 


son, “our consumer representatives 
have forced us to pay the price of 
quality. This we have done willingly 
—but best of all, profitably. Even 
during the depression, consumer pref- 
erence for Scott Tissue and Waldorf 
towels and toilet tissues increased. 
Sales volume in each of the past four 
years has substantially exceeded 
1929. : 
“This department of consumer rep- 
resentatives is not just a ‘show win- 


dow’ sort of thing. We seldom talk 
about it; we have never featured it 
in our advertising. Rather than 


make it a subject for publicity, we 
prefer to keep it as it is—the voice 
of 125,000,000 consumers, directing 
and controlling our efforts to make 
the kind of Scott Tissues that will 
satisfy their highest needs.” 


Magazines Lead 
In Promotional 


IMDIANAPOLIS 


MAKE YOUR 
INSURANCE DOLLARS 
STRETCH NEARLY 
TWICE AS FAR 


a ‘ 2 
‘SS INSURANCE | > READJUSTMENT PERIOD 


UNITED MUTUAL LIFE INSURANCE CO. 


ALL INVESTED ASSETS IN UNITED STATES 
GOVERNMENT ANDO MUNICIPAL BONDS 


INDIANA 


A UNITED MUTUAL 
RECOVERY POLICY CUTS 
COSTS IN HALF FOR THE 


Printed on a thin sheet of rubber the size of United States currency, 
this rubber dollar made an effective mailing piece for United Mutual 
Life Insurance Company. 


NEW CHICAGO 
AD CLUB | FORMED 


Work, Revealed 


Chicago, March 1.- 
promotion through the 
advertising publications in February 
totaled 184,728 lines. 
counted for 64,582 lines, or 35 per 
cent of the total, a compilation re- 
leased today revealed. 

The magazines were followed in 
order of volume of advertising by 
the newspapers, whose total of 49,- 
882 lines represented approximately 


The other divisions were classified 
as follows: 
Business publications ......... 16,366 
Advertising production ....... 9,506 
Advertising agencies ......... 9,184 
Paper manufacturers ......... 7,924 
Outdoor advertising .......... 3,a02 
Radio broadcasting .......... 3,290 
cy 8)! rr 1,834 
Signs and displays............ 1,274 
The publications whose figures 


were included in the analysis, with 


their lineage figures for February, 
are as follows: 

Advertising Age (w)......... 68,082 
Advertising & Selling (b.w.)...29,400 
Preneere TBE OGLE 6 cc ceccccces 36,624 
Printers’ Ink Monthiy........5 11,942 
Sales Management (b.w.)..... 15,650 
Tide (m.) 


ee ee oe 23,030 


Loeb’s Gives Account 
to Ralph Rossiter, Inc. 


Ralph Rossiter, Inc., New York, 
has been appointed to handle adver- 
tising of the Loeb Dietetic Food Com- 
pany, New York. 

The company has in the past con- 
fined its sale to the diabetic market, 
but the new plans in development 
are expected to create a new outlet 
for the 56 Loeb foods. 


Gillette Promotes Hatch 
Talbot C. Hatch has been ap- 
pointed publishing director of Roads 


and NStreets. a Gillette Publishing 
Company paper. He will also con- 
tinue as general manager of Road 


and treet Catalog. 


Advertising | 
six general | 


Magazines ac: | 


27 per cent of the aggregate figure. | 


(Picture on Page 20) 

Chicago, March 1.—The Advertis- 

ing Federation of Chicago, represent- 
ing active advertising groups in this 
city, has formed a temporary organi- 
zation with W. Frank McClure, Car 
roll Dean Murphy, Ine., chairman; 
H. K. Clark, New York Sun, vice- 
|chairman; G. D. Crain, Jr., ADVERTIS- 
LNG AGE, treasurer; and Miss Mary 
he offey, Women’s Advertising Club, 
secretary, 
The organizations which have sent 
|representatives to meetings held for 
| the purpose of discussing a new cen- 
\tral association included the Finan. 
cial Advertisers’ Association, Engi 
neering Advertisers’ Association, Art 
Directors’ Club, Agate Club, Chicago 
council of the 4 A’s, Chicago Business 
Papers Association, Advertising Ty- 
pographers’ Association, Direct Mail 
Club, Better Business Bureau, News- 
paper Representatives’ Association, 
Mail Users’ Association and others. 

O. C. Harn, of the A. B. C., who is 
chairman of a committee represent- 
ing the board of the Chicago Adver- 
tising Council, which has been inac- 
tive for the past several months, at- 
tended a meeting held by the Federa- 
tion group at the Union League club 
Monday to determine whether the 
Council shall throw its lot with the 
new organization. 

In addition to having representa- 
tion of all active advertising bodies 
in Chicago, the Federation will also 
invite individual memberships. 

Mr. McClure, who heads the new 
group, was formerly chairman of the 
Chicago Advertising Council and the 
National alah ahi Commission. 


Uses Direct Mail 


An extensive direct mail cam- 
paign to introduce a new line of do- 
mestic gas ranges to dealers is being 
launched by Detroit Michigan Stove 
Company. The ranges will be adver- 
tised to consumers by utility com- 
panies, department stores, and other 
| retail outlets, 


Rubber Dollars 


| to 


ithe usual 


Lend Point to 


Insurance Copy 


Indianapolis, Ind., March 1.—As a 
part of its national advertising cam. 
paign, the United Mutual Life Insur- 
ance Company is taking a novel and 
unusual method of calling attention 
its “recovery” policy which has 
annual premiums of only about half 
amounts for a seven-year 
period. 

In March 8 issue of Collier's, 
company’s advertisement showing 
two dollars suspended in mid-air has 
the heading, ““Even though they have 
their ups and downs, they’re high 
and mighty when your family needs 
them most.” The copy then points 
out that the United Mutual special 
low-cost recovery plan gives insur: 
ance dollars nearly twice their usual 
purchasing power during the recoy- 
ery period. 

As a novel merchandising tie-up 
for this advertisement, United Mu- 
tual devised a mailing piece featur. 
ing “rubber dollars’—imitation dol- 
lars actually printed on sheet rubber. 
These dollars are enclosed in a folder 
with the caption on its cover, “Stretch 
Your Dollars.” The folders’ were 
mailed by the home office directly t 
prospects from lists supplied by the 
agents so that they are being re 
ceived simultaneously with the ap- 
pearance of the Colliers advertise: 
ment. 

Central Advertising Corporation 
Indianapolis, is the United Mutual 
agency. 


Prohibits Hand Bills 


An ordinance prohibiting the dis: 


tribution of hand bills on the streets | 


ot Madison, Wis., has been approved 
amending a previous ruling forbid: 
ding distribution of hand bills iv 
automobiles by any one other 
the owner of the car. 


Bowman with KF RC 


Formerly music director at KGB 
Santa Barbara, Cal., Robert Bowmal 
has joined the production staff 0 


| ePRe. San Francisco. 


— 


— 


tol 


JOHN T. WEST 
General Manager 


SINGLE... from $2.50 
Breakfast from 30c 


SPORTS HEADQUARTERS 


in NEW YORK 


* 69 theatres within six blocks 


Luncheon from 65c¢ 
Selected wines and liquors available 


Under direction of FRANK W. 


* 4 short blocks to Madison Sq. Garden 
* 1 block from Times Square 


* Underground passage to all subways 


1400 large rooms—each with private bath 
and shower, servidor and radio. 


DOUBLE... from $3.50 
Dinner from 85c¢ 


») 
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KRIDEL 


LINCOLN 


44TH TO 45TH STS. AT 8TH AVE.- NEW YORK 
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Louis M. Ellman & Co. 
Plan Campaign for Liquor 

touis M. Ellman & Co., liquor im- 
porters, New York, have appointed 
simons-Michelson Company, Detroit, 
a handle a nationwide magazine and 
newspaper campaign. 

The first stage of the program for 
the Scotch whiskies, King’s Reserve, 
King’s Choice and Old Squire, will 
»» conducted in middle western news- 


pape! Ss 


Comer, Kansas City, 
Opens Radio Studio 


The radio studio of the Russell C. 
Comer Advertising Company, Kansas 
city, Mo., was dedicated Feb. 27 with 
a half-hour program over KMBC. 

The studio is primarily for audi- 
‘ioning clients’ program, but also has 
equipment for broadcast by remote 
-ontrol through KMBC and WDAF. 


Walter Harris Dies 
Walter C. R. Harris, business man- 
ager of the Toronto Daily Star, died 
at his home in that city reb. 25, after 
contracting pneumonia following an 
operation, Mr. Harris was 65 years 
old 


Joins Truesdail Labs 


Hallett E. Cole has joined the staff 
ot Truesdail Laboratories, Inc., Los 
Angeles, as a field associate. He will 
continue to represent Travel, Sports 
ifeld and Nature on the Pacific 
coast 


Is Now Gerth-Knollin 


With the entrance of Jas. C. Knol- 
lin into the firm on an equal partner- 
ship basis, Edwin P. Gerth & Co., 
San Francisco, becomes Gerth-Knol- 
lin Advertising Agency. Larger quar- 
ters have been taken on the tenth 
floor of the Russ Bldg. 


Gu. We 
| n dicted oe 


and tried and acquitted all to 
satisfy a political boss who 
wasted $40,000.00 of taxpayers’ 
money in an effort to settle a 
grudge against an eminently re- 
spectable citizen. 


|; you are a “Dad” do not let 
your son see you reading 


“Fathers are Liars“ in the 


MARCH 


SCRIBNER’S 


MAGAZINE 


In this number: “Escape to Yes- 
terday”; F. Scott Fitzgerald’s 
stunning new novel, ‘“Tender Is 
the Night’; A Complete Biog- 
raphy of Lenin—The Russian 
Idol; Stuart Chase, and others. 


oS es ee ee oe ee 
( HARLES SCRIBNER’S SONS 
Se vers of SCRIBNER’S MAGAZINE 
“"ibner Building, 
F 597-599 Fifth Avenue, N. Y. C. 


April, \enclosed $1.00 send me the March, 

April, May, June, July ScrIBNER’s MAGAZINE 
5 months for $1.00. 

Name 

Addres« 


A.A.3-34 


DON TO THE RESCUE 
Andy Consumer Saya: 
dy by clon herolel 


* PINCH ME, You 
CORA. THIS BOok Aiz 
SANS ('M RiGH- 


POIGONED” 


FELLOW GUINEA PIGS: 


HANK goodness, we're still alive! It’s a wonder! 

We ought to be dead as doornails, according to two 
frightened gents who pose as our defenders (at $2 per 
pose) in a recent book about us and our daily delusions. 

The supposedly scientific book is in a great peeve 
against advertising (though I notice its authors have been 
using advertising to a fare-ye-well to plug ther own vol- 
ume). It accuses big advertisers of using us poor citizens 

. as guinea pigs for testing their products. 
(The authors, however, would like you 
and me to be nice little guinea pigs for 
them to the extent of trying their book 
on ourselves .. . at $2 a bottle). 

It’s surprising that there is anybody 
left in America if the pleasant and nour- 
| ishing and beneficial things we buy from 
day to day are as full of poison as this 
book says. Yet here are over 100,000,000 
of us very much alive today—kicking a 
j little, perhaps, about a few things—but 
very much alive. Our continued existence 
must be very embarrassing to our self- 
appointed guardians. : 

This book names perhaps a dozen nationally 
advertised products which are supposed to be either harmful or 
useless. In a tome so scientific, omission of mention of thousands of 
other products can only be construed as a hearty endorsement of 
those other products. Thus, even in this hot-breathed volume, the 
score remains about 1,000 to 1 in favor of advertised products. 

My guess is that millions of persons have been killed trying 
“home” remedies by Aunt Tibby—-to every one person injured by 
misuse of nationally advertised products. 

The easiest way I know to avoid being an experimental guinea 
pig is to use products which are good enough to warrant continued 
large-scale advertising. No big advertiser is going to bet his adver- 
tising money on something injurious or useless. 


Copyright 1934 by Arthur J. Lefeve 


Dee Hereid 


One of the first shots in a new 

newspaper syndicate feature by 

Don Herold which will tell some of 

advertising's benefits to the con- 
sumer. 


Andy Consumer — 
To Come Back 
In Newspapers 


Cleveland, O., March = 1.—‘Andy 
Consumer,” who once stated the case 
for advertising in the pages of Life, 
is being dusted off by his creator, 


Don Herold, and will shortly reap- 
pear in newspapers. 
Under the caption, “Andy Con- 


sumer Says,” a typical Don Herold 
drawing will introduce a_ brief, 
friendiy, semi-humorous explanation 
ot how advertising works to the bene- 
fit of the consumer. One piece in the 
series says in part: 

“Remember when we used to have 
to know where the bin or barrel was 
and point to it, in order to get the 
same thing twice in a grocery store? 

“Things didn’t have names in those 
days. 

“And the chances were the grocer 
had to scare a cat out of the barrel. 

“Well, I for one, am glad those 
pointing days are over. It’s nice not 
to have to point and ask for ‘a pound 


of this and a half dozen of those 
there.’ 
“Just imagine what a mess we 


would all be in if trade-marked 
names of merchandise were all re- 
moved all of a sudden. You would 
ask for your favorite soap or break- 
fast cereal and your grocer would 
reply ‘I never heard of it.’ 

“You'd have to do all your shop- 
ping with a long stick or an umbrella 
in your hand, and poke at what you 
wanted. 

“After all, the naming system is 
pretty good.” 

The feature, designed to run three 
times weekly, is to be released by 
Arthur J. Lafave. 


“Transcript” Advances 


Cruickshank and Hicks 


James E. Cruickshank, who has 
been with the Boston Evening Trans- 
cript since 1924, has been appointed 
manager of the hotel and travel de- 
partments. 

He succeeds John <A. Currier, 
whose death Feb. 17 ended 49 years’ 
connection with the paper. Mr. 
Cruickshank will be assisted by 
George L. Hicks. 


To Advertise Vanitable 


Beth Warner, Inc., manufacturer 
of “Fournwon Vanitable” combina- 
tion of dressing table, stool, hamper 
and dry racks for bath-dressing 
rooms, has appointed Norman D. 
Waters & Associates, New York, to 
direct sales and advertising. 


KINDNESS WAS 
ONE OF TRAITS 
OF F.G.CRAMER 


Milwaukee, Wis., March 1.—Fred- 
eric G. Cramer, president of the 
Cramer-Krasselt Company, who died 
last week at the age of 58, enjoyed 
many distinctions. His agency was 
said to be the oldest in the country 
which has always operated under 
the same management. 

Mr. Cramer and his partner, W. A. 
Krasselt, held almost identical views 
on the question of agency operation 
when they began business before the 
turn of the century, and this state- 
ment held good until Mr. Cramer's 
passing. 

Both were generous by nature, 
and it was the proud boast of each 
that until the last year or two, the 
employment line had been almost 
constantly pointing toward the per- 
pendicular. Even during the worst 
of the depression, the Cramer-Kras- 
selt Company did everything pos- 
sible to keep its personnel on the 
payroll and probably achieved a 
record in this regard. 


Aided Maytag Company 


The Cramer-Krasselt Company 
Was unusual because of the variety 
of business handled. Starting orig- 
inally as a farm organization, it 
served many industrial manufactur- 
ers as well as a large number in the 
general field. 

How the company secured one of 
its major accounts is regarded as an 
index to the character of the prin- 
cipals, though the stories differ as to 
which played the leading role. 

When the Maytag Company, of 
Newton, la., was a struggling young 
concern, one of the principals men- 
tioned in the presence of Messrs. 
Cramer and Krasselt that a loan 
from the bank would be extremely 
helpful. Without more ado, the 
agency men escorted the astonished 
washing machine manufacturer to 
their own bank, where the loan was 
arranged immediately. 

At that time the Maytag Company 
had done no advertising, and prob- 
ably had no intention of doing any. 
Some years later, when it decided to 
embark on an advertising campaign 
it turned without hesitation to the 
agency which had been so helpful in 
another sphere some years before. 
The Cramer-Krasselt Company has 
been the only agency Maytag has 
ever employed. 

Mr. Cramer was one of the found- 
ers and his agency was a charter 
member of the American Associa- 
tion of Advertising Agencies. He 
was vice-president of the Western 
Council of the Four A’s, and served 
several terms as a member of the 
board of governors. He was a mem- 
ber of the Milwaukee Press Club, 
among others. 


en Code 
Group Is Named 


(Continued from Page 1) 
sociation, Cranston Williams, 
ager of the association. 

Del-Mar-Va Association, William F. 
Metten, Journal-News and Every 
Evening, Wilmington, Del. 

Inland Daily Press Association, 
Verne E. Joy, Sentinel, Centralia, IIl. 

Pacific Northeast Newspaper As- 
sociation, S. R. Winch, Oregon Jour- 
nal, Portland. 

The code authority pointed out 
that inasmuch as the code must be 
assented to by individual publishers, 
publishers should send their assents 
to the authority at 870 Lexington 
Ave., New York. 


manh- 


Martino, Inc., Appoints 


Martino, Inc., distributor of Anti- 
nori Wines, Gamborotta Vermouth, 
Carpene Malvolti champagnes, Asti 


Spumante, and other Italian wines 
and liquors, 
Bauer 
delphia. 


has appointed Adrian 
Advertising Agency, Phila- 


‘ ? Marshall I. Hough Joins 
B uy ’ the Best, | Badger & Browning, Inc. 
Stein s Advice pointed manager of the ly i He 


Marshall I. Hough has 
+. ol ae 
jdivision, account executive and as- 
In NRA Tie-Up 


sistant to the president of Badger & 
Browning, Inc., Boston agency. 

: | Mr. Hough was formerly sales and 
Chicago, March 1.—Timing the) account samuiien with H. B. Hum- 

campaign to coincide with the open-| phrey Company and Lavin & Co., and 

ing of the conference of code authori- | previously was sales representative 

ties in Washington, A. Stein & Co., | of the Boston Herald - Traveler, 

Paris garters, this week released| Albany Knickerbocker Press, and 

copy which pointed out in dramatic | Chicago Evening Post. 

fashion that there has always been| ,He is an instructor at the Massa- 

. : : i\chusetts School of Advertising. 
one outstanding figure in every field. | 


“Buy under the Blue Eagle, of | 
course,” said the advertising, “but | Outdoor Advertising 


choose the best!” No definite claim | Industry Code Approved 


is made that Paris Garters should be 
the reader's choice. The NRA code for the outdoor ad- 


The incomparable Edison was fea- | Hoodia Pac sme ech eporevee om 
: ate : ner s . 2, : 
tured in the initial advertisement, | 7°"CT@* soumson ‘eb. os, and wi 


with the comment that “if all in- necome eteotive March S. : 

. | The code, in its approved form, 
ventors signed a code, there still) differs little in essentials from that 
would be but one Edison.” Other ad-| submitted by the industry, and out- 
vertisements in the series will fea-| lined in ApvERTISING AGE some time 
ture such commanding figures as | ago. 
Lincoln, Shakespeare, Caruso, Rockne 


and John L. Sullivan. ‘Haggerty te Publioh 


Several surveys were made, con- pe 
firming the company’s opinion that Laundry Field Paper 
M. O. Haggerty, advertising man- 


NRA is the outstanding topic of in- 
terest among men, and to reveal the| ager of Laundry Age, New York, has 
resigned to become owner and pub- 


historic figures which are most widely 
admired and discussed. lisher of the National Laundry Jour- 
yal, New York. 


The campaign will run in news- Mr. H i on etl 

‘ ae : : Mr. Haggerty is the brother o 1e 
yapers, Magazines, outdoor advertis- se ’ : 
pal age i\late William Haggerty, co-founder 


ong and car cards. Joseph A. Kraus with James Thacker of Laundry Age. 
is advertising manager and Me- saciapeilasiebiieidineties 

Junkin Advertising Company the 
agency. 


Uses Miniatures 
een | As Dealer-Helps 
Chicago Post Stag Chrysler Sales Corporation is dis- 
tributing to dealers and the public 
To Be Held March 16 | a miniature steel model of the Chrys- 
The annual stag of Chicago Post |!er Airflow Eight four door sedan. 
No. 170, American Legion, made up| The models come in five standard 
of advertising men, will be held at | Paint colors, and may be used to help 
the Knickerbocker Hotel March 16, | Customers select the paint job they 
The tariff of $3.50 includes prelim- | Preter. 
inary drinking, dinner and entertain- 
ment. 


Radio Service Starts 

e ° Daily program service to approxi- 
Picks Lawrence Fertig mately 70 radio stations throughout 

James McCreery & Co., New York|the country was inaugurated this 
department store, has appointed | week by World Broadcasting System, 
Lawrence Fertig & Comany, Inc., New York. Electrical transcriptions 
New York, to direct magazine adver-| recorded by Western Electric wide 
tising, effective immediately. range method are being used. 


dvertising Age 
has been accepted 
as a member 


of the 
Audit Bureau of 


Circulations 
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March 3, 1934 


Press Association 
Elects 1934 Officers 


F. H. Lighter, Rapid City Journal, 
was elected president of the North- 
west Daily Press Association at its 
annual meeting in Minneapolis. 
Other officers are: 

Vice-president, Harry R._ Hill, 
Fargo Forum; secretary, R. F. Me- 
Collough, Brainerd Dispatch; assist- 
ant secretary, R. P. Palmer; manag- 
ing director, R. R. Ring, Minneapolis 

Executive committee: chairman, H. 
E. Rasmussen, Austin Herald; W. H. 
Charrity, Chippewa Falls Herald- 
Telegram; H. Z. Mitchell, Bemidji 
Pioneer; C. D. Hunt, Faribault Daily 
News, and L. 8S. Whitcomb, Albert 
Lea Tribune. 


Chevrolet Hour Signs 


Victor Young’s Orchestra 


Victor Young and his orchestra 
have been booked for the Chevrolet 
Hour over NBC, succeeding the cur- 
rent Chevrolet presentation of Jack 
Benny and Frank Black’s orchestra 
in April. Campbell-Ewald Company 
is in charge. 

The commercial credit on this pro- 
gram will be the shortest on the air, 
it is said, merely mentioning at the 
beginning and end of the program 
that it was presented by Chevrolet 
Motor Company. The broadcasts will 
consist entirely of dance music, and 
will be heard on WEAF-NBC at 10 
p. m., Sundays. 


need this! 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 


Telephone Calumet 7200 


PHOTO COPY CO. 
225 N.MICHIGAN AVE 


STA.4047 

919 N.MICHIGAN AVE 
JUP. 2621 

221 N.LA SALLE /TREET 
RAN. 3270 


ADVERTISING MEN | 


bound for 


NEW YORK 


OU'LL have a friendly wel- j 
come at the Piccadilly—one 

of New York's newest hotels— 

a comfortable room and bath 

for as little as $2.50 the day. 


@ Meet your friends in the 
SILVER LINING, Cocktail 
| Room . . dance to Dick Mess- 
} ner’s Orchestra . . enjoy deli- 
cious food in the Georgian 
Room, at moderate cost. 


@ Business and pleasure choose 
| the Piccadilly . . convenient to 
the advertising center, to the- 
atres and amusements . . a few 
steps from quick transportation 
to every corner of the town. 


HOTEL PICCADILLY 


| Wiliam Madlung, Mng. Director 
| 227 WEST 45TH STREET, NEW YORK 
| Now under Arthur-Lee Direction 


—— 


Getting Personal 


Stopping at Phoenix, Ariz., this week on the first leg of a world 
tour, Bruce Barton made one of the foursome with Grantland Rice, 
who made a hole in one. Mr. Barton’s daughter, Betsy, gracious 
recipient of all the gifts nature has to bestow, went swimming and 
was snapped by a tabloid-minded International camera man. The 
results were satisfactory to editors from coast to coast. 


Robert Emmett Daniel O’Connell Kennedy, eastern advertising 
manager of Physical Culture, has suddenly discovered a latent talent 
for singing Irish folk songs. With the slightest encouragement at 
any gathering, R. E. D. O’'C. Kennedy will render “Far O’er the Land,” 
“Danny Boy,” or the “Siege of Limerick.” And not badly, either. 


H. J. Potter, advertising manager of Agfa Ansco Corporation, is 
one of the judges in the $5,000 ad-writing contest of the Binghamton 
Sun. . . Pipe smokers in Manhattan agencies keep a sharp lookout 
for James Mullins, Kelly-Smith, whom they have dubbed “the match 
king.” Jim is the pleasant gent who distributes gratis those 
Harrisburg News and Patriot matches. 


Arch Gaffney, former Lawrence Fertig Company partner, is now 
in Hollywood collaborating with Jim Tully on a new play. Arch was 
co-author with Charles Curran, Warner Brothers advertising man, of 
the play, ‘““Ad-Man,” which the movies bought last year and produced 
with the title, “No Marriage Ties.” It was a sexy satire on the agency 
business. 


Barrett Brady, Marschalk & Pratt copy executive, is the son of 
the late Cyrus Townsend Brady, famous author of boys’ books. . 
Anthony Hyde Francis, a. m. of Westchester County Publishers, Inc., 
is Bermuda-bound this week. His charming secretary, Grace Tierney, 
just got back from there and her account of Elbow Beach convinced 
her boss that was the place to go for a rest. 


‘ Mr. and Mrs. Paul Cornell joined the Ray Rubicams in Miami this 
week for two weeks’ yachting. The day he left, Paul sent a fat check 
to Camp Thomas Paine, which will cover several Sunday feasts for 
all the vets in camp. 


Ben Duffy left this week for that Florida-BBDO hideaway at Sani- 
bel Island. He will spend a good part of the three weeks he will be 
away at Miami. Helen Hayes, Scribner solicitor, has been ap- 
pointed to the editorial board of Barnard Alumnae Monthly. 


Fearful lest he become one of the administration’s “how to spend 
the new leisure” problems, Jack Boyle, McCann-Erickson space buyer, 
seized the opportunity to take up ship modeling when his wife left 
recently to visit her family in Vincennes, Ind. Long-after-midnight 
labors with modeling tools explains the tired look the reps are 
noticing on the Boyle countenance. 


Bill Okie is back from Usseppa Island with some startling fish 
stories. The first day out he dropped overboard $120 worth of new 
tackle while trying to cast with one hand. The guide recovered it, 
but it wouldn’t have mattered, as Bill had cannily supplied himself 
with tourist insurance. . 


Gelston Hardy, who beat the depression by sojourning with his 
wife, Barbara (once prettiest NBC receptionist), at Mallorca, thinks 
those “Americanos” should have been clapped into dungeons for that 
skirmish a year ago that almost caused another war with Spain. For 
details catch Gelston at McCann-Erickson’s newly-opened Detroit 
office when he isn’t busy writing copy. 


Mrs. Ray Schaeffer, wife of the advertising manager of Marshall 
Field, is recovering from a fractured skull received in their automo- 
bile accident in Tennessee recently. But Ray says they are again 
going to start for Florida in their car as soon as the Mrs. can 
travel. 


Bowles King, for years a leading industrial advertising executive, 
is the new president of the Chicago Amherst Club. He graduated in 
1902. . . Robert L. Jones, Des Moines publisher, is a candidate for 
secretary of state of lowa on the Democratic ticket. 


Friends of Walter J. Thayer, advertising art director of the Otis 
Elevator Company, are congratulating him on his return to his desk 
after a two months’ illness. Earl Burke, former president of the 
San Francisco Advertising Club, authored the Commonwealth Club’s 
annual play, “Politicians on Parade.” 


Don Mitchell, advertising manager of American Can, played end 
on the University of Florida team a dozen years ago. Ray C. 
Hutchinson, whose new book, “The Unforgotten Prisoner,’ was chosen 
by the English Book Society, works for a London ageney, J. & B. 
Colman. 


. 


A. D. Lasker cooperates with the U. S. Golf Association in experi- 
mental greens work at his Mill Road Farm near Lake Forest. 
“What Shall We Drink?” published by Carlyle House, was written by 
Magnus Bredenbek, formerly an advertising man on the Forum. 

When Lawrence J. Michelson, Detroit agency man, proudly showed 
his partner a photograph of himself taken at Miami with Primo Car- 
nera, Leonard N. Simons rebutted with an autographed photograph of 
President Roosevelt. 

L. W. Ramsey, president of the K. W. 
cago and Davenport, 
Adventure,” 
another 


Ramsey Company of Chi- 
has written a swell travel book, “Time Out for 
published by Doubleday Doran. It was illustrated by 
advertising man, James A. Kelly. 

The prepossessing Mrs. Paul Holder has left Chicago for the east, 
Whence she will journey to Florida. Her distinguished husband, art 
director for McCann-Erickson, Ine., Chicago, will join her there. 

E. H. Turner, v. p. and art director for D'Arcy, St. Louis, buys all of 
his art in Chicago. He brings his gang with him, takes a suite at the 
Drake Hotel. And is he hard to see! 

Since Russell Hughes and Ed Frank, of Lord & Thomas, Chicago, 
have been working on the People’s Gas campaign, both have installed 
gas heat in their homes. You ought to hear them brag. 

John J. Louis, of Needham, Louis & Brorby, is a lover of the noble 
thoroughbred and has one of the most valuable collections of horse 
pictures in the country. But he never makes a bet on the horses. 

Don’t tread on the toes of Frank Chance, contact man for Erwin, 
Wasey, Chicago. He is the leading wisecracker of the advertising 
fraternity. Most of his remarks are merely funny, but he can be 
devastating. 

Since Ed Shoop, copywriter at Lord & 
bachelor quarters on Astor Street, his place has been a rendezvous 
for Chicago advertising folk. . That brings up the old question as 
to why Ross Gamble has never paraded to the altar. 


Thomas, opened new 


Earnings of 
Advertisers 


Coca-Cola Company’s net profit for 
1933 has been reported as $10,838,- 
993 after federal taxes and reserves, 
compared with $10,712,672 in the 
previous year. The regular quarterly 
dividend of $1.50 on the common 
stock was declared. 

~ os m 


Wm. Wrigley Jr. Company earned 
$3.76 a share in 1933, 


company’s statement shows. Con- 
solidated net earnings in 1933 were 
$7,528,678, up from the $7,117,740 
earned in 1932. 

In his statement to stockholders, 
Philip K. Wrigley, president, an- 
nounced that a special dividend of 
50 cents, payable March 16, will be 
made out of the $1,561,726 excess of 
net income over dividends paid last 
year. 

1934 sales to date have been most 
gratifying, Mr. Wrigley said, indi- 
cating his belief that still further 
improvement may be expected. 

vgf¥#eFey’ 

Net earnings of Loose-Wiles Bis- 
cuit Company in 1933 were $1,679,- 
842, or $2.74 per common share, com- 
pared with $1,322,981, or $2.04 per 
common share, in 1932. After pay 
ing preferred dividends and common 
dividends of $2 per share during the 
year, $383,678 was added to surplus. 


The preliminary annual statement 
of General Foods Corporation and 
subsidiaries shows 1933 net earnings 
of approximately $11,000,000, com- 
pared with earnings of $10,343,882 
the preceding year. On the basis of 


earnings were about $2.10 a share, 
the 1932 earnings $1.97 a share. 
vvwy 
Net income figures for other im- 


| portant national advertisers released | 


this week include the following: 


1933 1932 
Armstrour Cork 
CO. 66 vievinedvnwOeneb5, eke ©92,259,276 
Bigelow - Sanford 
Carnet Cae;:.... 1,140,680 *1,948,737 
Colgate - Palm- 
olive-Peet Co.. 373,389 53,301 


General Foods 
> SA Ss 
Gold Dust Corp. 

Kelly - Spr ingfield 


11,000,000 10,343,882 
2,666,030 2,513,550 


Features Savings Accounts 

A newspaper campaign for Equi- 
table Savings and Loan Association, 
Portland, Ore., is being released in 
Pacific northwest metropolitan news- 
papers through Gerber & Crossley, 
Inc. The drive features systematic 
savings. 


oe to Swenson 


Advertising of the Cupples Com- 
pany, St. Louis, maker of rubber 
goods, has been placed with Hilmer 
V. Swenson Company, Chicago. 


Names Philip Klein 


H & S Drug Store chain, operating 
22 stores in and around Philadelphia, 
has appointed Philip Klein, Inc.. 
Philadelphia. 


RETURNS TO AGENCY 


as compared | 
with $3.64 in the previous year, the | 


common stock outstanding, the 1933 | 


Tire ©CO......:. "OSi,00e *666,313 
Lambert Co...... 2,207,265 3,788,106 
Lehn & Fink 

Products Co... 806,375 1,243,444 
Libbey - Owens- 

Ford Glass Co.. 4,200,542 *295,019 
National Tea Co. 1,180,390 899,054 
Penick & Ford 

SS ee 1,445,648 915,820 
Phoenix Hosiery 

RSs aace Bos ato 286 *549,051 | 
Raybestos - Man- 

hattan, Inc.... 685,198 *457,167 
Sharp & Dohme, 

NNREE 3 a atarnthew ae ouere 975,379 703,479 
U. S. Gypsum Co. 1,738,927 1,599,416 
Ww ahl Company... 65,389 *556,531 

*Loss. 


Ernest T. Giles, for the past three 
years vice-president in charge of 
| sales for National Fireproofing 
_ Corporation, who has returned to 
Ketchum, MacLeod & Grove, Inc., 
as vice-president. He will continue 
to serve ''Natco" as a client of the 
agency. 


Net Profit. wy 
“‘Chicago Daily 
News’’ Increases 


Chicago, March 1.—An_interest- 
ing insight into the operations of a 
metropolitan newspaper was given 
by the annual report of the Chicago 
Daily News, Inc., released to stock- 
holders this week. 

Net operating revenue increased 
from $2,289,786 in 1932 to $2,402. 
724 for the year ending Dec. 51, 
| 1933. Net before income taxes 
amounted to $1,729,471 for 1933, and 
net profit for the year to $1,488,929. 
The last item compared with $1, 
323,085 for 1932. 
| The gain in net profit was con- 
siderably larger than that in net 
operating revenue, indicating more 
efficient management and_ substan- 
tial economies in operation. 

One of the illuminating figures on 
the consolidated balance sheet is for 
circulation, good will, etc., value of 
which is placed at $12,280,000. This 
is the largest single asset in a total 
of $26,892,623. The next largest is 
the huge modern Daily News Build- 
ing, with the land owned by the 
}company. Its equity is valued at 
$11,517,489. 


Form Craven & Hedrick 


Bernard Craven and Paul Hedrick 
have established a new advertising 
agency, with offices in the Chrysler 
Bldg., New York. 


BEST BY COMPARISON 


-AJAX= 
COPIES 


om LET US SERVE YOU == 


33 W.ADAMS ST. CHICAGO 


Spirits 


For March 
Is Out 
Request a copy of the sixth issue of the 
First Business Paper of Whiskies, Wines 
and Kindred Products. SPIRITS, 220 Eas 
| 42nd Street, New York. 


MASS PLAN ADVERTISING. 


HOME-TO-HOME DISTAIBUTION OF ADVERTISING AND SAMPLES _ 


campaigns in 


BIG 4 ADVERTIS 


EAST 1GHTM SsT c 


Make Mass Plan Advertising the backbone’ 
of your cooperative dealer sales promotion | 


you cannot afford to underestimate the ability 
of this powerful advertising-sales medium to 
profitably increase sales. 


the Chicago Market. In 1934 | 
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: cy Network 
Agen Picks Headquarters 


At an election held by member 
agencies of the Continental Agency 
vetwork, John Falkner Arndt & Co., 
philadelphia, was selected headquar- 
ene Continental Agency Network 
was established in April, 1932, and is 
eomposed of John Falkner Arndt & 
(o,, Philadelphia; Anfenger Advertis- 
ing Agency, St. Louis, Mo.; Charles 
\ustin Bates, Inc., New York; Burns- 
Hall Advertising Agency, Milwaukee, 

‘is.; 
Waruchen, Wolff & Co., Inc., Roches: 
ter, N. Y.; Dan B. Miner Company, 
tos Angeles, Cal.. and Walker & 
powning, Pittsburgh, Pa. Each of 
these agencies acts as the branch 
ofice for other members in its re- 
spective city. 


Ipana Repeats Exhibit 

The Bristoi-Myers Compcny will 
occupy the same space at A Century 
of Progress in 1934 as it did last 
year, featuring Ipana, the company 
has announced. 


Is Flooded with Orders 


The Maytag Company, Newton, Ia., 
has notified the entire sales organi- 
zation that no new dealers are to be 
signed because of the flood of orders 
on hand. 


—— 


\ try to write “smart” copy nor 
even use “art” in calling to 
the attention of the advertising 
and allied industries the many 
unusual facilities of The Hotel 
Shelton in New York. 


WE WILL 

| give these simple facts. The 
| Shelton is a modern hotel of 32 
stories. In the heart of the so- 
called advertising center, Lex- 
ington Avenue at 49th St, a 
few minutes walk from the 
Graybar, New York Central 
Chrysler, Chanin, Daily News, 
Rockefeller Plaza and other 
important buildings. 


Prominent agencies, represen- 
tatives, publishers, typographers 
and printers are all conveni- 
| ently located. 

The Shelton is not a typically 
commercial hotel. It possesses 
a charming’ continental at- 


mosphere. Rooms are cheer- 
fully cozy. Daily rates as low 
as $2.50. Monthly rates begin 
at $45.00. 


And here is something extra— 
at no extra tariff—guests are 
privileged to use the famous 
Shelton swimming pool, the 
gymnasium, squashcourts, roof 
garden, library and solarium. 


LUNCH HERE! 
with your associates. A delight- 
ful lunch for 55c. Dinner and 
Dance Music $1.00. 

Cocktails 25e, 30c, 35¢ 


That's the complete story. Now 
Well appreciate it if you will 
tell our Mr. Pedlar, that you 
Plan soon to see if all this is 
really so. Make a date now by 
‘igning your name to the cou- 
Pon “of all things to ask an 


‘ad’ man.” 
HOTEL 


SHELTON 


xington Ave. at 49th St. 
NEW YORK 


ee 


MR. PEDLAR 
Hotel Shelton’ 


eczington Ave.-49th St., N. Y. 
— Good! Sure I'll be over. 
r ( ( )dinner ( 


ee ee eee ee ee ee 


KALLETT FLAYS 
COPELAND BILL 
AS CARICATURE 


Author and Publisher Debate 
Advertising’s Merits 


New York, March 1-—-It is use- 
less for the consumer to seek sur- 
cease from the depredations of ad- 
vertisers through legislation to con- 
trol advertising, Arthur KaHtett, co- 
author of “100,000,000 Guinea Pigs,” 
and secretary of Consumers’ Re- 
search, Inc., maintains in an article 
in the March issue of Debate, new 
magazine of controversy. 

“The remedy, for those who will 
seek a remedy, is not to try to con- 
trol advertising at all,” Mr. Kallett 
says. “It is to take the food, drug 
and cosmetic industries away from 
those who are concerned only with 
profits, whatever the consequences to 
consumers, and to have those indus- 
tries operated by the public. Short 
of public ownership of the indus- 
tries, a measure of control over ad- 
vertising might be gained by re- 
quiring advance approval of all 
claims by experts in no way con- 
nected with the industries or with 
advertising.” 

“It so happens that the senator in 
charge of the revision of the (Tug- 
well) bill is Dr. Royal S. Copeland, 
who is from time to time casually 
employed by food and drug manu- 
facturers to aid them in their ques- 
tionable advertising broadcasts,” 
Mr. Kallett observes, and “actually, 
there is no reason, therefore, for the 
advertisers to worry.” 


It’s Unbelievable 


Declaring that “in the year 1934, 
when we are no longer told that 
public utility magnates are devoted 
solely to the public service, that a 
man’s best friend is his banker, and 
that Tammany Hall is the savior of 
the poor and downtrodden, we are 
still asked to believe that advertis- 
ing, in the main, is honest,” Mr. 
Kallett launches into a discussion of 
specific advertising claims, paying 
particular heed to Fleischmann’s 
yeast advertising. 

“Will Copeland’s bill forbid such 
advertising as this? Surely no one 
will ask,’ Mr. Kallett says. ‘Are 
not the advertisers themselves help- 
ing to write the law? Can any one 
suppose by any stretch of the im- 
agination that any law would bar ad- 
vertising of the most ethical Squibb 
company?” 

“The wording of the original Tug- 
well bill which was responsible for 
so much panic and confusion among 
the advertisers would bar not only 
advertising which was false, but 
also advertising which was ambigi- 
ous or misleading,” Mr. Kallett con- 
tinues. “Although this wording 
might very properly bar practically 
all food, drug and cosmetic advertis- 
ing, since practically all of it is 
either false or misleading, the adver- 
tisers actually had nothing to fear. 
The original bill proposed no machin- 
ery by which such a bar could pos- 
sibly be enforced; and there was 
very little reason to expect any acute 
injury to advertisers’ profits. 

“The careful Senator Copeland, 
however, not wishing to risk the ad- 
vent into the food and drug admin- 
istration, in the future, of some 
erratic secretary who might try to 
enforce this provision, has so revised 
the advertising section of the bill 
that no large advertiser will have the 
slightest further reason to worry, no 
matter how far-fetched the claims he 
wishes to make. It will probably be 
necessary, should the revised bill be 
passed, only to get purchasable physi- 
cians, of whom there are plenty, to 
make these claims over their signa- 
tures. 

“The advertiser would need only 
to quote the physicians. Who could 
contest the perfectly truthful state- 
ment that such-and-such a phyisican 
said such-and-such a thing? As a 


matter of fact, this is precisely the 
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technique now used by the Fleisch- 
mann Yeast Company for stating as 
facts some of its imaginings.” 


Crain Takes Other Side 


On the other side of the picture, 
G. D. Crain, Jr., publisher of ADVEk- 
TISING AGE, Who was paired with Mr. 
Kallett in the Debate discussion, de- 
clared that “perhaps it was not to be 
wondered at that Advertising, with 
a capital A, has been picked for the 
honor roll as the big, bad wolf by 
the professors and other members of 
the brain trust in Washington. 

“The only one who doesn’t seem 
to be very much excited by all the 
hubbub is the consumer. If they left 
it to him and to her, the answer 
would come back in a_rolhlicking 
chorus, ‘Who's afraid of the big, bad 
wolf?” 

Emphasizing that the idea of gov- 
ernment regulation is no new de- 
velopment, but that most of the im- 
provements in advertising. have been 
brought about by advertisers them- 
selves, Mr. Crain continues: 

‘Has it ever.,occurred to you that 
the worst advertising in the world, 
trom the standpoint of the advertiser 
himself, is-the kind that’s dishonest 
or misleading? Why? For the simple 
reason that profitable business is re- 
peat business. 

“Not one business in a hundred 
can live off one-time orders. It’s the 
customers who come back that make 
it possible to pay dividends, because 
the sales and advertising expense 
necessary to get them on the books 
is spread out over many orders and 
lots of business, making it possible 
to sell good products at reasonable 
prices and still have something left 
for net profits.” 


Flays Government Standards 


Anent the widely published ‘‘cham- 
ber of horrors,’ Mr. Crain points out 
that “the use of horrible examples 
of this kind suggests on the one hand 
a pathetically weak case, and on the 
other a determination to put over the 
peculiar Tugewellian philosophy, 
even though the facts may have to 
be distorted a bit.” 

There are already ample laws, both 
state and federal, to take care of 
fraudulent advertising, Mr. Crain 
contends, and the fact that under the 
existing food and drug act it is diffi- 
cult for 


the government to secure 
convictions for violations suggests 
“that maybe the manufacturer pro- 


ceeded against wasn’t such a crook 
after all.” 

As for government standards for 
all products, what has happened is 
that “the consumer has learned 
through advertising, and by experi- 


fence with advertised products, what 


brands represent good quality and 
good value. After having established 
this important information, he saves 
time and money by continuing to 
purchase these brands. 

“It would be turning the clock back 
a generation or two to substitute for 
knowledge of brands a mass of tech- 
nical information,” he maintains. 

Advertisers and publishers work- 
ing together have already cleaned up 
the field fairly well, Mr. Crain con- 
tends. “Something still remains to 
be done, no doubt, but heaven pro- 
tect us from additional heavy-handed, 
unimaginative, literal- minded gov- 
ernment supervision.” 


John M. Bonbright 
Goes to Chevroelt 


John M. Bonbright has been ap- 
pointed to head a special department 
of publicity activities supplying engi- 
neering, mechanical and_ technical 
news and information to the trade 
press of the automotive and allied 
industries, at Chevrolet Motor Com- 
pany. 

He was formerly publicity director 
for Graham-Paige Motor Corporation 
and more recently a technical writer 
with Automotive Daily News, De- 
troit. 


Bed ll ‘at Old Desk 


Ek. B. Bedford has resumed his for- 
mer work as advertising manager of 
the Oneida Community, Ltd., Oneida, 
N. Y., after some months of activity 
in the merchandising department. 


Morris & Jones Quit 


Morris & Jones, Inc., New York 
advertising agency, discontinued 
business Feb. 28. 
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Typesetters and 
Pittsford Merge 


Chicago, Feb. 
ford, pioneer Chicago advertising 
typographer, has merged his organ- 
ization with that of Typesetters, Inc. 

Mr. Pittsford, well known in ad- 
vertising circles, founded his type- 
setting organization more 
years ago, the first in the city. 
Among his early customers was J. M. 
Bundscho, now a well known typog- 
rapher, and at that time production 
manager for Lord & Thomas. 

Mr. Pittsford has been active in 
many association activities, both in 
the printing and 


28.— Ben C. Pitts- 


Employing Printers Association 
five years, chairman of the Chicago 
School of Printing for eight years, 
one of the organizers and first presi- 
dent of Advertising Typographers of 
America, and member of the board 
and vice-president of Direct Mail Ad- 
vertising Association. 


Ky. Press Association 
Headed by George Joplin 


George A. Joplin, Jr., Somerset 
Commonwealth, formerly vice-presi- 
dent of the Kentucky Press Associa- 
tion, was elected president at the an- 
nual meeting held in Louisville Feb. 
24. He succeeds Lawrence W. Hager, 
Owensboro Messenger & Inquirer. 

Other officers 
bins, Hickman Courier, vice-presi- 
dent; J. Curtis Aleoeck, Danville 
Messenger, named secretary-treasurer 
for the twenty-third consecutive 
term; and I. L. Crawford, Corbin 
Times-Tribune, chairman, executive 
committee. 


Issue New Monthly 


A new monthly magazine of 


mail order type, to be known as Fun, | 
Magic & Mystery, will be published | 


by Johnson Smith & Co., Racine, Wis. 
The magazine will deal with parlor 
magic, tricks with cards, fortune tell- 
ing, jokes, riddles, puzzles, ete. 


than 20) 


advertising fields. ; 


He was president of the Open Shop | 


for | 


are Augustus Rob- | 


the | 


: Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line): mini- 
mum, $2. 


PUBLICATIONS 


Cover all Chicago advertising 
|'agencies, advertisers, solvent print 
ers and the ad trade with a $1 mini 
'mum 3-line classified ad. Free sam 
ple copy on request. The Font, 417 
|N. State St., Chicago. 


HELP WANTED 


Stenographer—yYoung lads with 
|advertising agency, representative or 
|radio experience. Gentile. Must be 
‘alert and efficient worker. State aj, 
|experience, references and salary ex 
j}pected. Box 437, ADVERTISING 
| Chicago. 

| A TRADE PAPER COVERING 
‘THE WINE & LIQUOR TRADE 18 
\OPEN FOR LIVE WIRE ADVER 
| TISING REPRESENTATIVES IN 
| ALL PARTS OF U. S. THOSE HAV 
|ING AGENCY CONTACTS ARE 1 


Aah 


| VITED TO COMMUNICATE. SEND 
|FULL DETAILS TO BEVERAGE 


| RETAILER & WHOLESALER 
1819 Broadway, New York City 


' 


| POSITIONS WANTED 

RADIO MAN—Young, experienced 
agency or advertiser’s radio director 
; With background of market research, 
| Copy, motion picture direction, trans 
jeription and chain production with « 


| sure-fire new business plan. Salars 


;or commission basis. Box 429. Ap 
|\ERTISING Ace, New York 
l am an alert, sincere young 


|} woman, 30 years old, five years with 
the editorial staff of a national maga 


zine. Of proven writing ability, my 
work gets good reader response. De 
sire to change position. Box 4288 Ab 


IVERTISING AGE, Chicago. 
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sition was held in New York, and 


The march is on. 
tioned cars. 


air conditioning. 


with the engineers, contractors 


plants, shops, stores, theaters, 
restaurants, etc. 


commercial and 


of 


1900 PRAIRIE AVENUE 


——— = _ 


AIR 
CONDITIONING 


* 


In the past month the International Heating and Ventilating Expo- 


New product developments, more comprehensive engineering data 
a better understanding of the meaning and value of air condition. 
ing—these were the highlights at this meeting which gave definite 
sign that 1934 is to be air conditioning’s year. 


Railways are doubling the number of air-condi- 
Industrial plants are meeting new demands for better 
and more economically produced products by air conditioning 
Nineteen out of twenty-seven homes in a well-known suburb qo 
A retail candy store installs air conditioning, 
saves a normal monthly loss of a ton of chocolates. 


It will pay you to analyze this air-conditioning field—its divisions 
-(1) commercial and industrial, (2) residential—its possibilities for 
not alone new products of a straight air conditioning nature but 
for a variety of equipment now used in other fields and applicable 
to air conditioningq—its adaptability to existing structures, its place 
in new construction—its marketing practice—its trends. 

You should know it so as not to overestimate it, not to under 
estimate it, not to overlook its real opportunity. 


We will be glad to work with you. 


equipment into the air-conditioning systems of homes, industria! 
hotels, hospitals, office buildings 


As publisher of the two papers covering ait conditioning’s two 
divisions—HEATING, PIPING AND AIR CONDITIONING for the 
industrial field, 
residential and smaller building field—we are headquarters for 
air-conditioning information. Call upon us. 


fs 
ins OF ; 2% 


KEENEY PUBLISHING COMPANY | 


Publisher of é 


“AMERICAN ARTISAN - 
HEATING, PIPING AND AIR CONDITIONING — 


¢ 


air conditioning "stole the show.’ 


Now is the time to do your job 
and dealers who can put your 


AMERICAN ARTISAN for the 


CHICAGO, ILLINOIS © 
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NORWICH ASPIRIN DISPLAY SHOWS ALL SIZES 


Eas ae = 


Molded of Durez by Diemolding Corporation, this new display for 
Norwich aspirin holds 36 packages of the product, in three different 
sizes. 


RADIANT HEALTH FEATURED IN NEW DISPLAY 


"Keep fit and enjoy life" is the keynote of this new window display 
for Phillips’ Milk of Magnesia, now ready for druggists. 


ORGANIZING CHICAGO ADVERTISING CLUB 
———— . scientists 


Some 30 representatives of organized Chicago advertising interests 
attended a meeting Monday at which definite plans for a Chicago 
Advertising Federation were laid. (Story on Page 16.) 
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ILLUSION IS CREATED BY PERFUMERY DISPLAY 
ae Be . 
PHOTOGRAPHIC | 
Bt 
Uy 


This display, created for Yardley & Co. by Norman Bel Geddes, theatrical designer, made its initial appear. be 
ance at Altman's, New York, thence to be routed through the country. Five spiral shelves revolve three | 
times per minute, then apparently disappearing into space. 


SPHINX 


DEALERS SEE B & B PRODUCTS MADE 


Candid camera photograph by Dudley Lee, Chicago, showing a 
Bauer & Black manufacturing process, which is doing service in the 
company's business paper advertising. 


THE LANGUAGE OF THE FLOWERS IS LOVE 


Mystery, most coveted attribute 

of woman, is the keynote of cur- 

rent advertising Houbigant 

Face Powder. Photographs like 

this add interest and glamor to 
the copy. 


te EMPTY VASE..2%e EMPTY HEART 


NEW GAS FURNACE 


4 lower. S$ can say “7 still love you”’ 
no matter how many miles lie between . . 


town, there fre fumes belonging 
the teriainanl arvanvanon of the 


ext Dehvery Association 


. Send for your FREE Cops ut 
a “How to Enjoy Flowers 


hore bet Rowers buat 


bring happiness 


Say id wilh flowers. 


Advertising and promotional ma- 
terial for this new G-E gas fur- 
nace, which will augment the com- 
pany's air conditioning line, will 


ors leteure wary Aer are” 
4 Bars Cleaned Bewiewned, Metra, Mickie 


cowtes ey mie Amrwerre om ree worse peomrr seciveny ame owatine usenet "ser 
get under way this month. The de — 
new furnace is modernistic in de- Page advertisement for the Florists’ Telegraph Delivery Association me 
sign, and creates a striking im- which will appear in "Saturday Evening Post" and ‘Collier's later tig 


pression. this month. _ 
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CURRENT STYLES OF CATALOG PROMOTIONAL COPY 
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Here are three different treatments of —_ appearing in current trade 0 to promote the distri- 
+ 


bution and use of industrial catalogs. A 


ough ideas on methods of cata 


og distribution differ, pub- 


licity through this medium is widely favored. 


| TRY NEW IDEAS 
IN ADVERTISING 
SAYS DR.STARCH 


Industrial Copy Governed by 
Usual Principles 


New York, March 1.— Dr. Daniel 
Starch, famous investigator of the 
advertising reader habits of the 
American public, addressed the Feb- 
ruary meeting of the Technical Pub- 
licity Association on “What Main 
Street Thinks About Advertising.” 
Dr. Starch was introduced by S. L. 
» Meulendyke, of Marschalk & Pratt. 

' Dr. Stareh quoted Lord Kelvin to 

RT | the effect that when we can measure 

» what we are talking about and ex- 

| press it in numbers, we know some- 

thing about it, but that when we can- 

) not, our knowledge is of a meager 
; and unsatisfactory kind. 


With this as a text, he pointed out 
the tendency which has been indi- 
cated in advertising for some years, 
» tc measure as accurately as possi- 
| ble the various factors entering into 

advertising value, both of media and 
» oOfmarkets. The use of inquiries and 
sales apparently traceable to adver- 
lising as the measure of its atten- 
tion value has been generally used 
as the best indicia of effectiveness, 
he said, but these measures are un- 
satisfactory because they are not 
‘ufficiently exact. He recalled that 
Valter Dill Scott, now president of 
Northwestern University, had first 
attempted in 1903 to find the at- 
‘ention value of advertisements of 
‘arlous sizes, and he referred to Dr. 
‘allup’s recent work in attempting 
an accurate measurement 
reader’s attention to adver- 


) Secure 
the 


Ising 


Most Important Factor 


be _ The advertisement itself, he em- 
“asized, is by all odds the most 
“Portant faetor in advertising, 
- tendency is to forget 
ee NM technical detail. The best 
dvert; ement, as developed by his 


“ough the 


aster “ur 


st eye is seen by eight to ten times 
ae “eg people as the worst adver- 
—— », .- In the same publication, 
+ ation “lay read by 15 to 40 times as 
= sae vita). Ole, showing strikingly the 
5 late - portance of the advertise- 


as distinguished from 


every other consideration, such as 
type, position, etc. 

The facts developed by his sur- 
veys are quite reasonably accurate, 
Dr. Starch modestly admitted, refus- 
ing with true scientific reserve to 
make excessive claims. For exam- 
ple, a study of 43 concerns, all large 
national advertisers, half of which 
showed increased earnings while the 
other half showed diminished earn- 
ings, showed that the top half had 
advertising 33 per cent better than 
the other half, measured by Dr. 
Starch’s methods. He suggested that 
while this might not indicate cause 
and effect, it at least tended to 
do so. 

Interesting studies of exhibits at 
the Chicago Century of Progress 
have given much material of value 
to advertisers, Dr. Starch said, re- 
ferring to the fact that displays in- 
volving entertainment or showing 
actual methods in production, such 
as those of the Great Atlantic & Pa- 
cific Tea Co., Sinclair Refining Co., 
and Chevrolet Motor Co., had regis- 
tered enormous attendance. 


Try New Ideas 


Since the consumer in the mass 
really does decide ultimately what 
he will read and what he will buy, 
the importance of influencing him as 
effectively as possible is obvious, it 
was suggested. The advertiser, with 
this in mind, should be open-minded, 
inventive, willing to try new things. 

Dr. Starch answered a number of 
questions, reiterating that such fac- 
tors as frequency of publication, date 
of appearance of an advertisement 
and the like, might affect the record 
of a publication, but that the adver- 
tisement itself is of paramount im- 
portance. As to industrial advertis- 
ing, he ventured the opinion that hu- 
man nature being the same every- 
where, the same principles govern 
this as other advertising. 


Wisconsin Manufacturers 


Plan Action for Sales Tax 


Milwaukee, Wis., March 1.—United 
action has been pledged by Wiscon- 
sin manufacturers in annua] conven- 
tion here in support of the national 
manufacturers’ sales tax movement. 

General Otto H. Falk, president, 
Allis-Chalmers Manufacturing Com- 
pany, and former president of the 
Wisconsin Manufacturers Associa 
tion, voiced an opinnion that “sales 
taxes must come.” 


Wise Is Secretary 
John D. Wise has become executive 
secretary of the Foundry Equipment 
Manufacturers Association. 


CODE CALLS FOR 
SWORN FIGURES 
ON CIRCULATION 


Also Prohibits Rate Cutting 
in Any Form 


New York, March 1.— Industrial 
advertising managers who have mar- 
veled at the revolutions wrought by 
NRA in their own respective in- 
dustries have some further surprises 
in store. 

The Graphic Arts Code, under 
which business papers of the country 
will operate in the future, took effect 
February 27. Under this code, adver- 
tising managers and industrial space 
buyers should have little difficulty in 
appraising the true value of any pub- 
lication which may come up for con- 
sideration. 

The code provides that each busi- 
ness paper, among others, shall pub- 
lish, in its first issue after April 30, 
1935, a sworn circulation statement 
for the six months ended December 
31, 1934. These figures must be given 
semi-annually thereafter. 

Second, publishers are required to 
file with the Institute a true and 
complete schedule of all advertising 
rates. 


Must Maintain Rates 


Third, publishers shall make no 
deviation from their published adver- 
tising rates in any guise. Even fail- 
ure to apply short-term rates to ad- 
vertisers who fail to fulfill a contract 
shall constitute a violation of the 
code. 

The board of directors of the Peri- 
odical Publishers Institute is desig- 
nated as the national code authority 
for the field of periodical publishing 
and printing. Directors in the busi- 
ness paper divisions are as follows: 
Agler Cook, Topics Publishing Com- 
pany, New York; Fred D. Porter, 
Porter Bede-Langtry Corporation, 
Chicago: J. H. McGraw; Jr., Mece- 
Graw-Hill Publishing Company, New 
York; Fritz Frank, United Business 
Publishers, New York; Henry Lee, 
Simmons-Boardman Publishing Com- 
pany, New York. 

An Outstanding Provision 

Mr. McGraw is also vice-chairman 
of the Institute, as well as a member 
of the executive board of seven mem- 
(Continued on page 12) 


No Royal 


Road 


in Distribution of 
Catalog, Consensus 


Chicago, March 1.—Though indus- 
trial advertising managers are giv- 
ing more intensive study to the 
question of catalogs than ever be- 
fore, it is one subject on which they 
regard generalities as highly danger- 
ous. 

CLASS & INDUSTRIAL MARKETING 
queried a number of advertisers as 
to whether any hard and fast rule 
could be evolved to govern the dis- 
tribution of catalogs. While some 
valuable information was uncovered 
by this questionnaire, the majority 
believe that the whole’ problem 
hinges on many factors, of which the 
distribution system employed by the 
manufacturer is one of the most 
important. 

There are advertisers who use a 
large volume of advertising in in- 
dustrial papers to secure distribu- 
tion for new catalogs; others who 
do almost none, depending largely 
on salesmen to get their catalogs 
into the hands of key men. Some 
like coupons in their catalog adver- 
tising, while others will send their 
catalogs only to those making re- 
quest on their letterheads. Some 
confine distribution of new catalogs 
to old and active customers, while 
others seek the widest possible dis- 
tribution. 

One of the most interesting com- 
ments came from Paul Teas, presi- 
dent of the well known Cleveland 
agency, who believes that the ques- 
tion of distribution is overshadowed 
by that of what should go into the 
catalog. 


Revolution in Catalogs 


“IT personally do not know of any 
single phase of advertising and sell- 
ing which has undergone more of a 
revolution in the last five years than 
the art, science or system of catalog 
building,” commented Mr. Teas. 

“It seems to me you would be un- 
covering a rich field if you should 
draw upon the resources and expe- 
riences of your many friends to un- 
cover their thoughts on the specific 
things that a catalog must do in 
these new days to justify its board 
and keep.” 

However, the large majority of 
marketers are interested in all 
phases of the handling of catalogs, 
other returns indicated. 

T. C. Cheney, advertising manager 
of Milcor Steel Company, Milwaukee, 
usually uses two insertions in each 
paper on his list in introducing a 
new catalog. He likes coupons in 
this copy. 

W. Hunter Snead, of the Edwin 
L. Wiegand Company, Pittsburgh, 
side-stepped the question of the 
amount of space required for a new 
catalog with the answer, “It all de- 
pends.” Mr. Snead also thinks the 
coupon can logically be used. G. H. 
Gibson, advertising manager of De 
Laval Steam Turbine Company, 
Trenton, N. J., took the same gen- 
eral view. 

J. O. Ferch, advertising manager 
of Harnischfeger Corporation, Mil- 
waukee, said his company offers the 
catalog in coupons for a year or 
longer after its issuance. 


Link-Belt’s Methods 


Link-Belt Company, Chicago, is- 
sues many types of catalogs and 
distributing policies vary with each, 
Julius S. Holl, advertising manager, 
said. 


“In the distribution of a new gen- 
eral list price catalog,” he pointed 
out, “it is essential that present cus- 
tomers be supplied with first copies 
and notified of the dates on which 
the new list prices become effective.” 

Mathews Conveyor Company, Ell- 
wood City, Pa., serves some 64 in- 
dustry classifications, ranging from 
bakeries to steel mills. As a result, 
it favors loose-leaf catalogs which 
can be adapted to the requirements 
of customers. 

W. J. Ramsey, of the company’s 
sales department, said that the usual 
introductory method is to advertise 
the catalog in one or more vertical 
papers, supporting the publication 
copy with a well-prepared direct mail 
campaign to a select list with a high 
rating. As leads or inquiries come 
in, they are referred to field engi- 
neers who deliver catalogs in person 
or mail them, according to facilities. 

Mathews Conveyor Company used 
inserts to announce its 1934 catalog, 
believing high attention value more 
than offsets the extra cost. 

C. H. Lang, director of publicity, 
General Electric Company, said 
practically no publication advertis- 
ing should be done for the sole pur- 
pose of introducing a catalog. Mr. 
Lang believes in catalog coupons in 
advertising exploiting one or more 
products. 

The importance of the catalog as 
a selling tool was stressed by Luis 
Gibson, of the George H. Gibson 
Company, New York agency. A sales 
analysis by the Cochrane Corpora- 
tion, manufacturers of steam plant 
equipment, disclosed that in 47 per 
cent of sales, the catalog was the 
most effective tool used by sales- 
men, Mr. Gibson pointed out. 


Selling from Catalog 


“Salesmen of C. V. Hill & Co,, 
manufacturers of commercial refrig- 
erators,” Mr. Gibson continued, “are 
instructed to sell from the catalog, 
paging through it as they talk to the 
prospect. The Brookville Locomo- 
tive Company, manufacturers of in- 
dustrial locomotives, depends largely 
upon its catalog for selling this 
equipment, as most of their repre- 
sentatives specialize in other lines.” 

Mr. Gibson made the point that it 
will be more necessary than ever be- 
fore for manufacturers in the indus- 
trial field to issue catalogs in 1934. 
Reasons are that continued product 
development has made old catalogs 
obsolete; conditions of use have 
changed, making yesterday’s sales 
appeals miss the mark; new buyers 
have come into the picture, requir- 
ing education; the technique or style 
of printed presentation has changed 
sufficiently to stamp existing cata- 
logs as old-fashioned. 

Graybar Electric Company, New 
York, depends largely upon sales- 
men to distribute its catalogs, Her- 
bert Metz, sales promotion manager, 
indicated. 

“First distribution is made to all 
customers on our books whose pur- 
chases justify it,’ said Mr. Metz. 
“Distribution by salesmen gives us 
an additional sales contact and pro- 
vides proof that our costly general 
catalog is actually placed in the 
hands of the man who is going to 
use it. 

“From time to time additional dis- 
(Continued on page 11) 
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CLASS & INDUSTRIAL MARKETING SECTION 


March 3, 1934 


U.S. PIPE TELL 
RESEARCH STORY 
OF NEW PRODUCT 


New York, March 1.—How to tell 
prospects that a new product is twice 
as good as the old without actually 
saying so is being demonstrated by 
the United States Pipe & Foundry 
Co., Burlington, N. J., in a campaign 
on the new Super-de Lavaud cast 
iron pipe, just released through Rich- 
ardson, Alley & Richards. To con- 
vey the message of added value, copy 
stresses increased strength which 
cuts loss due to breakage in transit 
and handling. 

The search for an indirect way of 
presenting the product story, to- 
gether with a patent situation and 
the low sales potential, was a factor 
in delaying announcement of the new 
product for 13 menths. The lost time 
is being made up with a 1934 ap- 
propriation 250 per cent greater than 


| the advertising budget for 1933. 

| Two years ago, realizing that re- 
search and development could be 
carried on at bargain rates, the com- 
pany established a research labora- 
tory. After some months of experi- 
ment, a way was found to “accom- 
plish the impossible.” It was dis- 
covered that the application of a 
suitable pulverulent material, with a 
carrier gas, to the surface of the 
|}metal mould immediately preceding 
leontact of the iron stream resulted 
in an unchilled grey iron casting. 
The pipe was further improved by a 
patented annealing process. 


No Price Increase 


The former product, about 80,000,- 
000 feet of which is now’ under- 
ground, is good for about 100 years 
of service if laid without damage and 
not overloaded. The company was 
afraid that, if a frank comparison 
was made, engineers, contractors and 
users of the old pipe might be 
alarmed, or at least unhappy, to 
learn that a new pipe so much su- 
perior was suddenly available at no 
increase in price. 

Furthermore, as utility rates are 
based on replacement costs, the com- 
pany did not want to risk embarras- 


sing its customers with straightfor- | 
ward announcements that the new 
pipe is good for an additional 50 or 
100 years. Advocates of lower util- 
ity rates stumbling across the infor- 
mation might use it in arguments for 
tariff cuts. 

A third reason why the obvious 
thing could not be done was that to 
say the new pipe was good for some 
200 years would have little meaning 
to the present generation. Realizing 
he would not be on hand to check up, 
the prospect, it was believed, would 
say to himself, “So what?” and read 
on. 


The solution to the problem was 
suggested by tests showing impact re- 
sistance was increased 100 per cent. 
This indicated a saving in breakage 
due to careless handling in shipping 
and laying. The hypothesis was con- 
firmed with a questionnaire a few 
weeks ago, which is receiving men- 
tion in publication copy and a bro- 
chure offered to readers of the ad- 
vertising. 


Use Color Spreads 


All 10 publications carry the same 
space and copy, but color insertions 
are being used in three the company | 


considered most important, Water | 


In addition to straight illustrative 
States Pipe & Foundry Co., advertising suggests the correct way to 
handle pipe in the unloading operation on the job. 


SUGGESTING CAREFUL HANDLING 


ee 


— 


value, this drawing in the United 


| 


HERE = 


EQUIPMENT NEWS, 


rated 
who receive it monthly. 


All 


month for 30,000. 


The inquiry post card, 
sent in February, to several 
hundred run-of-list readers 


of INDUSTRIAL 


various states—a fair cross 
section of the 30,000 plant 
operating and purchasing 
officials for the concerns 


$100,000 or better 


advertising 


Look at This for Simple, Direct Evidence of 
READER INTEREST! 


INDUSTREAL EQUIPMENT NEWS 


EVERYTHING NEW in EQUIPMENT—PARTS—MATERIALS 


for the information of plant operating and purchasing officials 


THOMAS PUBLISHING CO., 461 8th Avenue, New York, N. Y. 


Jan. 24, 1934 


in Dear Mr. Hubbard: 


appreciated— 


You have been on our list for Industrial 
Equipment News, and it has been mailed you each month. 


Has it been received regularly ? 
find it interesting ?— Any suggestions ?— 


Your reply on attached return card would be 


Very truly, 


H. M. Thomas, President 


Do you 


HERE ... the reply card =e» 


RETURNED BY 88°, OF WHICH 


91%—Read every issue—8°% occasionally 
95°,—Find it of considerable interest 
41°, —Made inquiries for products 


11°;—Have already made purchases 


alongside new 


announcements—Exceptional assurance of attention— 0.5% 
makes the minimum I. E. N. unit, worth as much as 
standard page in the usual trade papers... $69.00 per 


Issued in conjunction with 


THE BUYERS MASTER KEY 


= = ee i A _________ 
AMERICAN SOURCES OF SUPPLY 


product 


eee ee eee 


“T-E-N” Reply 


(Checked in front means “‘Yes’’) 


Received each month. 


Checked this 


Not received. 


Checked this 


ee ee eee 


Read every issue. 


Checked this 


Read it occasionally. 


Checked this 


Rarely read it. 
Checked this 


Find it of considerable interest. 


Checked this 


Do not find it of much interest. 


Checked this 


Have 


o0/s'4'0 +e 6 


it. 


to manufacturers in 
response to their announcements in 


written 


Checked this 


eo Oe ee 


in it. 


Have purchased products announced 


Checked this 


95.0% 


Continue to send it. 


Checked this 


a. eo we | 


ing it. 


Not worth while to continue send- 


Checked this 


Works Engineering, Gas Age-Record 
and Engineering News Record. The 
others on the list are Construction 
Methods, Civil Engineering, Water 
Works and Sewerage, Western Con- 
struction News, Western Gas, Aimeri- 
can City and Manufacturer's Record. 
The first of three spreads opening 


Special Markets 


New York, March 1.— Ben Duffy, 
space-buyer of Batten, Barton, Dur- 
stine & Osborn, addressed the busi- 
ness-paper group at the New York 
Advertising Club discussing the pur 
chase of business-paper space from the 
agency standpoint. Mr. Duffy in 
dicated definite favor toward the 
idea of intensive coverage of special 
markets, especially under present 
conditions, when Washington de 
velopments are having so much it- 
fluence on business, and suggested 
that many publishers of business 
magazines are not taking full ad 
vantage of this situation. On the 
other hand, the local farm papers 
are doing so very effectively, he said. 

The publisher’s job, he pointed 
out, is to sell advertisers not con 
vinced of the value of special-market 
advertising as well as to get on the 
schedules of those already soli. 
“Duplication is not a crime,” he de 
clared, “but failure to cover you 
market is. The man who reads tw? 
or three leading papers is likely ™ 
be himself a leader, and we want 0 
reach him as fully as possible. ! 
like duplication of that kind.” 


Use Adequate Space 


The use of adequate space is * | 
vital part of the job, he said, since 
the use of a business paper is * 
tended to accomplish an objecti¥® | 
not to please the publisher by & | 
ing him something. The agency’ 
job is to understand the 150 market 
represented by business papers, ” 
to this end verified circulation #° 
uniform occupational analyses ®* 
vital. Increasing use of busine 
paper space has followed and ¥” 
continue with improved publishité 
standards and better appreciatlo® © 
the importance of the markets 
volved. 


Griswold to Talk 


‘ Vat sching ret 
Glenn Griswold, publishing ©" 


. . 2 . 4 . pe 
tor of Business Week, will tale 
fore the Engineering Advert te 


. . . 9 
Association, Chicago, March 1». 
|Griswold will discuss the foreca*" 
business of the immediate fut! 


the campaign is an announcement in 

editorial style without illustrations, 

The two following insertions typify 1 
the first phase of the campaign with ~ 
illustrations showing the right and i 
wrong ways to handle the pipe so as 8 
to keep breakage at a minimum. 3 
This treatment will be continued for 
three months, when there will be a ~ 
change of slant. i 
Ben Duffy Urges 

Full Coverage of — 
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F A.A. HEARS A 
6000 CRITICISM 
OF ADVERTISING 


Three Tell Members Where 
Mistakes Are Made 


( ago, March 1.—The Engineer- 
ing Advertisers’ Association found out 
‘ February meeting what is 
with members and their adver- 


tis “Too conservative,” “new 
treatments overdone,” “egotistical 
and not very logical,” came _ the 


narees from Allan A. Ackley, Bur- 
»ot-XKuhn Advertising Company, giv- 
the agency viewpoint; E. W. 
sei es art director of Needham, 
Louis & Brorby, Inc., covering illus- 
{1} ns: and A. R. Maujer, editor 
and publisher of Industrial Power, 
» the representative’s reaction 
dustrial advertising managers. 
he crowd took it good-naturedly, 
ved it, profited by it, and then 

‘ed for themselves the oppor- 

nity to reverse the program and 

«4 little analyzing of their own 

igencies, art directors and space 

lesmen., 

\Mliost industrial advertising man- 
.gers have allowed themselves to 
hecome good clerks so tied up in 
details that they lose sight of the 

objectise,” Mr. Ackley stated. 
\s a result, advertising in the in- 
djustrial field does not set the pace 
for the sales drive as it does in the 
veneral commodity field. 


Must Be Commander 
The industrial advertising man 
ionld organize his work to coordi- 
ite with all other departments in 
business with which he has to 
eal, gain the complete confidence 
i his superiors, then command the 
entire situation forcefully and drive 
ahead on a carefully planned course. 
“The weakness of the advertising 
manager in commanding his position 
is greatly responsible for the dif- 
ficulty he has in getting his appro- 
priation passed by the budget mak- 
ers. If he would educate his bosses 
to the simple fundamentals and an 
ippreciation of the function of 
ivertising, instead of trying to sell 
them on the basis of a_ beautiful 
presentation, he would have a much 
isier time in getting his schedule 
ipproved. Publications should be 
them on the basis of the 
they render in their fields, 
than as a commodity of so 
much paper and ink. Size of page, 
format, and mechanical details are 
secondary to the position a paper 
holds with its readers. 


sold to 
service 


rathe) 


Function of Copy 

lie engineering dominance of in- 
dustrial advertising is also due to 
le weakness of the advertising 
manager,” Mr. Ackley pointed out. 
‘The place for engineering data is 
in the catalog; let the advertising 
| what the product is, what it 
lor d why. And if the advertis- 
‘nager is in complete command 
‘| not have to continue his 
rleniless drive to show direct re- 
and thereby neglect to use 
prestige copy when and where 
it) ecessary. There is an oppor- 
in practically every program 
‘ype of copy to do a good 


Stresses Coordination 


\ckley made a strong plea for 
rdination of advertising and 
tating that this tie up is more 
= "lant now than ever. To get 
“operation of the salesman the 
st be as simple as possible 
‘y for him to carry out. This 
particularly valuable where 
of sale is large and in the 
Capital goods where the de- 
' purchase is prolonged. 
ialyzing industrial advertising 
kley said he found a lack 
‘sination on the part of its cre- 
= The advertisements appear- 
“* i the industrial publications are 
‘raconservative, they lack col- 
here is too much false real- 


ism displayed with over-retouched 
illustrations, he asserted. 

“Don’t forget,” cautioned Mr. 
Ackley, “the man who goes to the 
corner drug store and buys a new 
tooth brush as the result of a color- 
ful and attractive piece of advertis- 
ing, is subject to the same persua- 
sive treatment in industrial copy. 
Don’t overlook the attractive value 
of advertising. 

“The art of photography is so far 
advanced today that lavish retouch- 
ing in many cases is an unnecessary 
expense and only serves to deplete 
the advertising budget. Avoid an 
air of false realism in your adver- 
tisements. Show and tell what your 
machines will do, rather than print 
a pretty picture of them.” 


Art in Advertising 


In illustrating some of his points, 
Mr. Ackley referred to the advertis- 
ing of Cutler-Hammer, Inc., as being 
very interesting; that of Nye Tool & 
Machine Works, as human: and that 


of McDonnell & Miller as reflecting 
personality. 

“Advertisements, first of all, must 
sell the product, and should not be 
mere pieces of art and beautiful lay- 
outs,” advised E. W. Jones, who is 
president of the Art Directors Club 
of Chicago. “Your selling theme and 
idea must be right; then use the 
proper art work to help create the 
impression you wish to make. 

“We have just passed through a 
period of smashing head lines, con- 


tinuities, and balloons, with the 
usual result that new treatments 
are generally overdone. It is time 
for a return to craftsmanship in 


advertising, and to blend the illustra 
tion with the sales copy.” 

Mr. Jones also urged advertising 
men to make use of the highly de- 
veloped photography of today and to 
get away from too much retouching. 
He also cautioned them against 
rushing to follow any and every new 
eres of illustration and layout, and 

irged that more thought be given to 


art work as an aid to presenting the 
principal sales message in the most 
attractive form. 

Mr. Jones illustrated his talk with 
a collection of advertisements taken 
from current magazines, and showed 
how the proper type of illustration 
helped small size space do a more 
effective job than a larger piece of 
copy with a weak handling of art. 

A Publisher’s View 

A. R. Maujer gave no quarter in 
his dissection of the industrial adver- 
tising manager, on whom he has 
called some 20,000 times during his 
20 years in the publishing business. 

“Advertising men are of a _ supe- 
rior class,” he said, “but I find that 
they still have the same old failings 
they had 15 years ago. 

“First of all they are not very 
logical. They still continue to cut 
down on advertising when the sell- 
ing job is the toughest, and put it on 
heavy when business is good. 

“And when it comes to the selee- 
tion of mediums they fail to take 


Joun BASKERVILLE in 1750 set himself the ideal of 


yrinting as well as printing could be done. He built a 
| £ I £ 


press of unusual precision, he experimented with inks, 


he cast type, he even produced a new paper 


to replace “laid,” 
to that time. 


ee ” 
wove 


the only paper known in Europe up 


Later, in the preface to Milton’s “Paradise Lost,” Bas- 


kerville wrote: “ 


After having spent many years, and not 


a little of my fortune, in my endeavors to advance this 


art, I must own it gives me great satisfaction.” Kleerfect 
would have relieved Baskerville of the troublesome de- 


velopment of a new paper and 
would have saved him not a little 


of his fortune. 


to his requirements. He would 


have found in Kleerfect the 


if, CHICAGO 

| 8 South Michigan Avenue 
NEW YORK | 

t 122 East 42nd Street 


He would have 
found Kleerfect—The Perfect 
Printing Paper — entirely suited 


tC. & Pal OFF 


THE PERFECT PRINTING PAPER 


into consideration the cost of waste 
circulation. There are two types of 
media: vertical and functional, or 
horizontal. Depending on the nature 
of the product to be sold, a func- 
tional paper covering all industries 
is sometimes more effective, and less 
expensive, than the use of numerous 
vertical publications to get the cov- 
erage desired.” 

Mr. Maujer said industrial adver- 
tising men are egotistical and 
likened them to Napoleons and In- 
sulls, who saw their downfall be- 
cause they could not take advice and 
information, 

“However,” he said, “they, per- 
haps, are not fully to blame for this, 
because they have been kidded along 
by publisher’s representatives so 
long that they have come to really 
believe as true all the back-slapping 
that has been handed to them. 

“Tl also find that the industrial 
advertising man is intolerant of new 


(Continued on page 12) 
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qualities essential to good paper and good printing. 
Kleerfect has the strength suited to modern high 


speed presses. Its color permits precise color work. 
The opacity of Kleerfect is such that solid blacks do 
not show through. The smooth, glareless surface is 
easy on the eyes. For all practical purposes Kleerfect 
lacks the “two-sidedness” in surface and color usually 


found in uncoated book papers. 


The price of Kleerfect —The Perfect Printing Paper 


— is not above that you have been paying for just print- 


able paper. Kleerfect offers the opportunity to raise the 


MANUFACTURED UNOER U.5. FAT MO. 18I8085 


a 


Kimberly- 


Clark Corporation 


ESTABLISHED 1872 


a tite 2 Pea Abe 


itt aes 2. Nilo. 


quality of printing without in- 
creasing the cost. This advertise- 
ment is not printed on Kleerfect 
but a request on your letterhead 
to our Chicago address will bring 


you examples of printing on 
Kleerfect. 


NEENAH, 
WISCONSIN, U.S.A. 
LOS ANGELES 
510 West Sixth Street 
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119. Automobile Radiator Evperi 
ences of Fleet Owners. 

A summary of the replies received 

owners to a question- 

naire covering preferences of types 

and methods of servicing automobile 

includes types. of 


winter protection used, thermostats, 


KEITH J. EVANS, Contributing Editor | 


Volume 5, No. 9 March 3, 


1934 5 Cents a Copy, $1 a Year | 


Will Cooperative Advertising Come 
Back? 


One of the most conspicuous types 
in the 
ago was the 
in which in- 
industry for 
user of 


of advertising familiar indus- 
trial field a 
cooperative 
dustry 


the 


few years 
campaign, 
competed with 
the mate 
rials or equipment. There were scores 


good-will of 


of campaigns of this type running in 
the industrial publications, and 


manufacturers who participated were 


usually very enthusiastic regarding 
them and their effect on the com 
petitive situation. 

With the beginning of the depres 
sion these campaigns speedily were 
reduced in size and many of them 
were discontinued altogether. Cer- 
tain groups have maintained their 


advertising right along, among them 


being such successful organizations 


aus the Copper and Brass Research 
Association, the Cast Iron Pipe Re- 
search Bureau and a= few. others. 


Generally speaking, however, the co- 


operative campaign addressed to in- | 


fell 
promotion 


dustry by the wayside as avail- 


able revenues 
and disappeared. 

With business improving steadily, 
the question is naturally suggested 
as to the possibility of reviving some 
group advertising enter- 
If they served a useful pur 
probable that 
they would again prove a useful in 
dustry activity. There is little doubt 
about that, the fact that indus- 
tries have been drawn closer together 
aus the result of NRA codes may make 
it still easier to organize cooperative 
campaigns than it formerly was. 


of these 
prises. 


pose formerly, it is 


and 


|erative campaign 


the 


dwindled 


In 


fact, the lumber industry is even con- 
sidering providing for an advertising 
assessment based on lumber cut, and 
making this mandatory through the 
code governing the industry. 

One of the difficulties of the coop- 
formerly oper- 
ated was that it was not always pos- 
sible to all of the members of 
the industry sufficiently interested to 
in and 
that 
felt that 
than their 
Unless the 


as 
get 


come pay their share of the 


cost, so many of those partici- 


pating they were carrying 
of the 
method of 
funds is invoked, this will 
true to extent, but 
|the leaders in most cases are able 
tuke of improve: 
ments the advertising 
they profit 


more fair share 


load. code 
raising 
be 


always some 


to the 


advantage 
produced by 
feel that 
investments. 

| Individual in most 
“cases, is the primary need of the 
manutacturer selling to industry. On 
ithe hand, 

are 


and thus from 


| their 


advertising, 


other 
industries 


where competing 
reducing the market 
and attracting customers away from 
old products, the quickest 
build business 


| 
the way 

for everybody is 
through cooperative effort, which can 

ibe on a larger and more 

|scale than where single 

| 


} to 


effective 
advertisers 


|anti-freeze, etc. 


The survey is issued 
by Fleet Owner and covers 27 states 
in all sections of the country, and 
fleets with an average of 80 vehicles 
each, including passenger as well as 


commercial cars. 


Practices of Automobile Fleet 
Guners with Regard to Lifts. 
Pits, Jacks, Horses, ete. 
This survey made by Fleet Owner 

covers the hoisting practices and 

preferences of fleet operators in 22 

states in all sections of the country, 


120. 


among the answers to the question- 
naire sent out. 


121. 

A nation wide study by System and 
Business Management on what air 
conditioning is doing and can do for 
business. The study is divided into 
four parts: 1. Experience and opin- 
ions of executives in all lines. 2. 
What retail outlets are best pros- 
pects. 3, Experience of users of air 
Industry’s need of 


conditioning. 4. 
air conditioning. Detail figures and 


Air Conditioning In Business. 


» 


answers to definite questions are 
given. 
112. Industrial Lubrication in Food 


Plants. 


The lubrication of food plants of- 
fers all of the problems found in 
lubrication in any other field, with 
the additional complication that it 
is always possible that some of the 
oil will drop into food in 
For this reason, premium water- 
white quality is widely used. This is 
one of the interesting points made by 


process. 


a do the job for the whole indus- 
| try. 
| . 
| 
| 


The cooperative 
and now 


idea is 
that condi- 
| tions justify it, the group advertising 
| campaign may again be expected to 
| play an important role in industrial 


tar 


dead, business 


advertising. 


Financing Purchases of Capital 
Goods 


The national administration at 
Washington is now fully awake to 
the importance of stimulating the 


capital goods industries, and is mak 
ing the 
ment of special banking facilities for 
handling long-time loans to 


detinite plans for 


be used 
flor the purchase of industrial equip 
ment, the modernization of manufac 
turing plants, ete. 

Private 


banks found it difficult to | 
ussist in financing capital invest 
ments of this character during the | 


depression period, and, as a matter 
of fact, this type of financing is not 
properly the function of a 
bank, 
rapidly 
ideal 


commer 


cial Short-term paper based 


liquidated 
form in which 
posits should be used. 
The 


have 


bank de 
securities markets 
able to absorb little 
partly 


general 
been 


financing, because of restric. 


tions on the marketing of securities 


and partly because of the large re 


establish. 


operations is 


new | 


|}quirements of the government itself. 
|} Thus raising funds for capital pur- 
the 


industry has been next to impossible. 


poses through usual 


Establishing with 


}funds provided by the federal gov 


special banks 
;}ernment for the purpose of assisting 
| to modernize will 
lhave a very definite effect in acceler- 
the the 

industries. Considered 


manufacturers 


lating progress of capital 


|} goods as a 


temporary meusure it will play a 


useful role in recovery, and it may 


| very well happen that it will become 
a permanent part of the 
machinery of the country. 


financial 


Deferred payment selling of indus- 
trial equipment was growing in pop- 
“ularity even before the 
jand the plan will 
manufacturers who want 
and 
available 


depression, 
new encourage 
to modern- 
have no funds immediately 
pay for the equipment 
they buy out of the savings. 


| ize 


to 


from | 


methods in 
| 


tries. 

1163. Motor Truck Operation in the 
Baking Industry. 

This survey by Bakers’ Helper 


fixes annual truck purchases by bak- 
ers at $18,054,000, this figure placing 
ithe baking industry fourth in all in- 
'dustries in the use of motor trucks. 


with an average of 126 vehicles each. | 
| Kind of equipment needed is included 


this market analysis by Food Indus- | 


| 
| 
| 
| 


AN INDUSTRIAL PROBLEM 


"Can't you go somewh 


oo 


-Chicago Herald-Examine) 


ere else and do that?" 


101-Page Advertisement 
in Trade Paper Recalled 


To the Editor: Referring to your 
issue of Feb. 3, we note a letter from 
B. G. Newton of MacLean Publish: | 
ing Company, Toronto, regarding the 
record for large advertisements. 

Your editor’s note stating that the 
Winton Engine Corporation carried | 
a 100-page advertisement in the 
March, 1933, issue of Motorship im- 
plies that this Winton advertisement 
is the largest advertisement on rec- 
ord. Such is not the case. 

In the June, 1933, issue of Diesel | 
Engine Power, our client, Fairbanks: | 
Morse & Co., carried a_ Diesel en-| 
gine advertisement of 101 pages. 


ArtTHUR L, DECKER, 
Hurst & McDonald, Ine., 
Chicago. 


Henri, 


= = 


Likes Our Papers 
To the Editor: I want to comment 
on ADVERTISING AGE and CLAss & IN- 
DUSTRIAL MARKETING. I have’ sub- 
scribed to these publications for sev- 


item in helping to increase volume 
and to earn a fair return on our in- 
vestment. 
C. H. LANG, 
Manager Publicity, General Elec- 
tric Company, Schenectady, N. Y. 


a A A 


Information Wanted 
To the Editor: Can you give us 
any information regarding the Puerto 
Rico Sugar Manual and the Cuba 
Sugar Manual published annually by 
Mr. A. B. Gilmore. If it is possible 
we would like such information as 
you ordinarily carry in Market Data 
Book, but anything you have will be 
helpful. 
G. E. MATHEWS, 
Advertising Manager, The Lunken- 
heimer Company, Cincinnati, O. 


~ 3 F 


More on Type 
| To the Editor: In our opinion, the 
| type for industrial advertisements 
should not be widely different from 
the generally accepted faces. Most 


le . . 
jeral years and consider them both | industrial men are conservative s0 


‘In a study of 5,000 bakeries in 40| 


'states, Dodge was shown to lead in Holds Advertising 
popularity, followed inthe order named | 


by Ford, Chevrolet, White, Interna- 
tional and GMC. The total number 
of trucks operated by the industry 
is 80,240. One-ton trucks lead in es- 
timation of the trade, its supremacy 
being sharply challenged by one and 
one-half ton vehicles, however. 


51. Steel, Basic to Industry. A 
booklet of 32 pages, particularly in 


teresting because of its history of the 
steel industry in this country. Pub 
lished by Penton Publishing Com- 
pany, Cleveland. 

106. Railway Outlook. 

This is a letter issed by Simmons- 
Boardman Publishing Company every 
week or so to “pass along timely in- 
formation to its friends who are di- 
rectly interested in the railway out- 
look.” The latest facts on railway 
operation are presented without frills 
or comment, giving the reader a clear 
picture of what is taking place in the 
field. 


102. Marketing Beer - Dispensing 
Equipment. This is the title of a brief 
analysis of the distribution problems 
confronting manufacturers of bar fix- 
tures, including cooling units, beer 
faucets, block tin pipe and coils, beer 


good. 
RicuaArp C. SICKLER, 
Allentown, 


very 


Pa. 


Y Fv F 


Low Cost Sales Tool 

To the Editor: We still 
advertising and other sales prome- 
tional activities important and 
low cost selling tools, and we shall 
continue to assay them 
will be our constant endeavor to de- 
termine the effectiveness of 


as 


each 


pumps, tapping apparatus and com- 
plete bars. It indicates the plumbing 
dealer as a merchandiser of 
equipment. Published by 
Engineering, Chicago. 


Domestic 


105. Contractor Turnover Measured. 


The statement that “a market is 
not a fixed unit, but a parade’ was 


coined by a general advertiser but 
it is given new point by this survey 
by Engineering News-Record in the 


contracting field. “More than 50 per 


cent of the rated contractors in 1932) 


and 1931 are not on the rated lists 
in 1931 and 19380 respectively, and 
36 per cent of the contractors rated 
in 1932 are not in either the 1931 or 
1980 lists,” says this authority sig- 
nificantly explaining: “They are new 
or previously unrated companies who 
have just come into the rated mar- 
ket.” 


consider | 


as such. It} 


this | 


|that copy should also be conserva: 
| tive and perhaps dignified in appear- 
ance. 

Considerable depends on the prod- 
uct being featured, and the reader 
to whom the copy is addressed. 
While the advertisement, if the ma- 
|terial is of interest to the reader, 
will undoubtdly be read even though 
|the type faces is not pleasing, or in 
keeping with the story, we believe 
that copy should, nevertheless, not 
offend the eye, nor be objectionable 
|to the conservative engineer. 

A. K. Bircu, 
Asst. to Gen. Rep. in charge of 

Publicity, Allis-Chalmers Mant 

facturing Co., Milwaukee, Wis. 

vv¥$py 


“Class” Widely Read 


| To the Editor: It is next to im 
| possible to know just how to express 
my sincere appreciation for your 
courteous cooperation in sponsoring 
'the publication of the photographic 
'print of Mrs. Bradbury, plus the 
memo book item in your current 
sue of Crass. The fact that this 
section is most widely read has bee? 
;}axugmented by the receipt, to-date. 
of thirty-two letters (mostly direc! 
friends) offering compliments, also 
two requests for exclusive use of the 
/negative in advertising purposes: 
| L. D. Brapbury, . 
Manager of Advertising, Birdsho! 
Steel Foundry and Machine Co™ 
Birdsboro, Pa. 


pany, 
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BUSINESS LESSON 
IN PERSISTENCE 


( eland, Ohio, March 1.—In one 

editorials written by business 

executives now being run by Steel 

front cover, Max A. Berns, 

ity manager, Universal Atlas 

cament Co., points to the repeal of 

the iSth amendment as a victory 

hard work and persistence, 

cites it as an example to in- 

ot the effectiveness of well 
directed promotional effort. 

The editorial appears under the 


title “Repeal Victory Shows Business 
the Value of Persistence and the 
Need for Faith in the Effectiveness 


f Promotion.” It occupies the en- 
front and inside front cover 

spaces and carries Mr. Berns’ signa- 
ture at the end. 

Commenting on the apparent sud- 
enness of repeal, the editorial goes 
on to say: 

There have been business victo- 

; which seemed fully as startling 

the apparent abruptness of their 
success. But back behind the scenes 
was another story—the same story 
which repeal has dramatized—name- 
ly that the success was not sudden 
but rather was the result of per- 
tent promotion.” 


Result of Long Effort 


\fter tracing the vigorous and re- 
entiess battle waged against prohib- 
ition by newspapers, magazines, and 
organized groups, Mr. Bern 
Success came in a rush, but the 
long hard push made it possible. 

‘This is true of many efforts in 

siness—particularly promotional, 
ules and advertising efforts. To get 
over an entirely new idea or to 
launch a new product or a new appli 
cation of an old product or to dis- 
lodge What appears to be a firmly im- 
bedded idea or custom often requires 
years and years of effort. 

“Often one is tempted to give up 
the fight on the basis that results 
are not evident—even as the results 
ot the tight against prohibition were 
eemingly non-existent, until the 
final shove took it over the top. But 
sticking to it, by keeping ever- 
tingly at it, with faith in the al- 
vs-effective principles of continu- 
ind persistency, the final victory 
chieved, and usually with results 
esreater and greater value as the 
‘ hard push gets up the hill, over 

top, and starts down the other 


Says, 


“Drive the Cork 
in the Red Ink Bottle’’ 


Cleveland, Ohio, March 1.—Lauding 
lle efforts of the trade press to pro- 
recovery and appealing to in- 
trial executives to cooperate to 
nd, G. A. Bryant, Jr., executive 
Vice-president, The Austin Company, 
lront cover editorial in Steel 


believe that the trade press 
country is in a key position 
note ideas of this character 
Omote recovery, and particu- 
stress the importance of an 
Vival of the capital goods 
es Where millions of men 
‘ave been idle for the last few 


has been done in the past 
nendable and should by all 
ra be continued. 


Congratulates Publications 


congratulate those  publica- 

like yourselves, who have 

i during the past few try- 

NB ‘Ys, and trust that the new 
bring its reward. 

efforts certainly deserve 

ort of every business execu- 

your industry. 
me king together, we may help 
,.. |l@ Cork in the Red Ink Bot 


Suspends After 50 Years 


The Chaaw . 

(lay-Worker, established in 

Deven Pended publication with the 
“mher issue. 


fron 
spec 
men 
on 
subj 
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ings 


New York, March 1.—No different 


socit 


The return ran 35 per cent. |advertising department organization, 
relations 
|sales departments, etc.; 
subjects 
meet- | cent, details of advertising technique 


T. P. A. Votes to Tie tiv 
Hear Discussion ising nen veiieve sues 
Of Its Problems »»«. cn 


A hint as to how the results of the| which inquired as to 
| questionnaire will be employed is re-| new 


vealed in 
1 their fellows in this one re-| March 


t at least, industrial advertising | Man's Place 


, in response to a questionnaire | "8 
program preferences and 


| knowledge of what industrial adver- 
|tising men believe they can derive 


In Industrial Advertis- | 


other | Ways by an 


was to obtain a better|embracing budgets, 


controversial 


the statement that the| been made at T. P. A. 
meeting on 


“The 


industrial 


ects. indicated they “love a fight,” | Manager, an agency man and a pub-| meetings. 


so it appears that future meet lisher. 


of the Technical Publicity As- 


ation will become dramatic Of 


those 


forums on questions of industrial | 
advertising. P. A. 
The questionnaire was sent ot| matters of 


expressing a_ preference | interesting. 
as to subjects to be discussed at T. 


Inc., director of the |including even publishers, matters of | 


Railway Buyin 


Seventy-six per cent of those reply- 
Favor “General Interest” ing found the speaker 


inflation; 29 per cent. | subject. 


On the last of the 10 questions, 


Agency | per cent replied in the affirmative. 

Other questions dealt with general 
will be argued at least three! details, such as meeting place, meet- 
advertising | ing night, the dinner, critcism of past 


and subject | 
Of those who had criti- 
cism to make of either, 
meetings, 32 per cent favored! were in minority, most found fault | 
general interest, such as|with the speaker rather 
members by S. L. Meulendyke, Mar-|the NRA and 


schalk & Pratt, Various additional comments were 


with |cording to Mr. Meulendyke. 


28 per cent,| agency man pointed out that more 
and 12 per|speakers from out-of-town would 


welcomed to the T. P. A. 
table. 


friends or acquaintances had | 5Pe#Ker is still “one of the boys” 
meetings, 85 | that what members may be most 
terested in are “strangers’ ideas.” 

inspira- 
tional talks on campaigns that have 
been successful, delivered by adver 


Another commented that 


tisers who are still 
should be on the program. 


and these 


than the| ca) assets of the Worcester 


Works, Ine., Worcester, Mass., 


Torkel K orling Photo 


é¢ Heaviest in Years 


Orders Total 22 Locomotives, 19,725 Freight Cars and 177 Passenger Cars 


ITH a spurt of buying unequalled 

in years, bringing recent orders 
almost to the total of the past three 
years, the railways have started what 
promises to be an impressive buying 
movement . . . embracing all branches 
of steam railway activity. 


Two railroads have placed orders for 
22 locomotives and 20 extra tenders: 
three roads have ordered a total of 12,- 
725 freight cars, exclusive of the 7,000 
freight ears which the Pennsylvania has 
ordered built in its own shops; and four 
roads have ordered a total of 177 pas- 
senger cars . . . orders which mean 
many millions of dollars of business for 
manufacturers throughout the country. 


In addition, inquiries have been issued 
or definite provision made for the pur- 
chase of 66 more steam locomotives; 6 
oil electric engines: 3,465 freight cars: 
and 153 passenger cars . . . activity 
which calls for early sales efforts. And 
then there are equipment repair pro- 
grams that involve 1,093 locomotives: 


32,217 freight cars; and 1,181 passenger 
cars . . . requiring materials and ap- 
pliances which alone represent an im- 
portant railway market. 


Added to this are the extensive pro- 
grams of improvements to roadway and 
structures . . . involving hundreds of 
thousands of tons of new rail: track fas- 
tenings; millions of feet of timber; 
crossties; and work equipment. 


Not in years has the incentive been so 
strong to sell aggressively and continu- 
ously to the railroads. Not in years 
have railway buying programs made it 
so urgent to keep your products and 
equipment constantly before railway 
men who control or influence pur- 
chases .. . men who are the regular 
readers of the five Simmons-Boardman 
departmental railway publications. 


Through these publications you can do 
thorough, almost personalized railway 
selling. They enable you to select your 
own railway audience—to reach the en- 
tire industry or just a part, according 


Simmons-Boardman Publishing Company 


30 Church Street. 


105 West Adams Street, Chicago 
Washington, D. C. 


New York, N.Y. 


Terminal Tower, Cleveland 
San Francisco 


ALL A.B.C.—A.B.P. 


Rauuway Ace © Ramway Mecuanicar ENncincer © Ratway ENGINEERING AND MAINTENANCE ® 


Raitway Evecrricat ENcINgER ® 


to your specific needs. Each publica- 
tion is devoted to one of the several 
branches of the railway industry, and 
each one has a specialized circulation 
of important railway men. Thus, these 
publications make possible railway sell- 
ing that goes directly to the particular 
men you want to reach, without waste 
circulation, 


The Railway Age enables you to reach 
the railway executives, operating offi- 
cers, purchasing officers and department 
heads. The other four publications 
reach the men within the several rail- 
way departments who select and specify 
materials and equipment. 


Now—when the railways are actively in 
the market for equipment and mate- 
rials—is the time for aggressive railway 
sales efforts. . through the Simmons- 
Boardman departmental railway publi- 
cations. 


~) Railway Signaling 


Rail’ ay 
Electric al 


{ poincet 


Raitway 


returned with the questionnaires, ac- 


speakers 
His thought was that a New 
whether any | York industrial advertising man 


advertisers, 


National Standard Expands 

The National Standard Company, 
| Niles, Mich., has purchased the physi- 
Wire 


| Will continue the plant in operation. 


SIGNALING 
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Fifty Editors 
Make Tour of «| 


Inner Circle 


REO SLIDE RULE 
GIVES SALESMEN 
HELPFUL DATA 


New Truck Campaign Based 
on Fact-Selling 


ae 
ai Se 


: SLIDE RULE FEATURED IN REO TRUCK CAMPAIGN 


TRUCK PERFORMANCE SUDE RULE 


THIS SDE FOR CROSS LOADS 


Washington, D. C., March 
Under the auspices of the Nationa] 
Conference of Business Paper | 
tors fifty editors and publishers had 
interviews on Feb. 16 and 17 wi 
leading figures in the Administration U 
at Washington, with Alexander Troy. t 
anovsky, Russian Ambassailor, 
thrown in for good measure. 

The group was received by Presi. ( 
dent Roosevelt, Secretary of the 
Treasury Henry Morgenthau, Lewis 0 
Douglas, Director of the Budget, Don- ( 
ald R. Richberg, general counse! of ( 
the NRA, James M. Landis, of the { 
Federal Trade Commission, Senator - si 
Robert Wagner of New York, and 
Mrs. Mary H. Rumsey, chairman of 


Lansing, Mich., March 1.-—Two 
new ideas conceived to aid the sales- 
men to tell an indisputable sales 
story about Speedwagons have been 
applied with very marked results, 
according to A. L. Struble, sales 
manager, Speedwagon division of the 


Lansing, Mich., developed this slide 
in regard to truck performance, 


The engineering department of the Reo Motor Car Company, 
rule which enables its truck salesmen to answer all technical questions 
and give visible proof of their claims. 


Reo Motor Car Company. 


Thoroughly sold on the quality and 
performance built into Reo trucks, 
it seemed that the most helpful thing 
that could be done for the sales de- 
partment would be to devise a 
method whereby the salesmen could 
select the correct type of truck for 


any misstatements made by competi- 
tors about their competitive trucks. 

The company’s fondest hopes have 
been realized by the adoption of the 
Reo Ability Rating Plan and the 
Reo Truck Performance Slide Rule, 
and all sales and advertising effort 
is being worked around them. 


board with a pointer calling atten- 
tion of two prospects to the factors 
which govern truck operating costs. 
The headline reads: “If these fac- 
tors are right your truck costs will 
be right!” 

Then leading up to its selling cam- 
paign based on facts, the copy reads 


on the basis of claims may be en- 
tirely wrong on the basis of facts. 
“Reo has put its whole building 
and selling program on a FACT ba- 
| 

“Reo goes still farther. It trains 
its truck salesmen to analyze haul- 
ing problems accurately and intelli- 


the Consumers’ Advisory Board, 
among others; while at the two 
breakfasts held—John Dickinson, (As. 
sistant Secretary of Commerce, and 
Joseph B. Eastman, Federal Coordi. 
nator of Transportation, were enter. 
tained, and Jesse Jones, Chairman of 
the RFC, spoke at dinner. 


gently; to omit claims and stick to 
facts; and to— 

“PROVE to the buyer with the ; : 
copyrighted Reo Truck Performance Arthur Anderson, editor of the 


; Boot & Shoe Recorder, and preside 
F h ‘ mmenda ar 7 : _— 
ma Gauge that his recommendations are|(r the Conference, conducted the 


THE BI G GE ST p A CK A GE mines red Heeuiie ageing gr gece nye 
Ever Offered at the Price! 


The slide rule is shown in the| Business Papers. Arrangements had 
advertisement with an invitation to|been made in advance by Paul Woo. 
Cooperation! The promotion of worthwhile advanced ideas 
—service that develops into concrete assistance for every 


the reader to call the local Reo|ton, Washington editorial representa- 
dealer and have him check up his|tive of the McGraw-Hill Publishing 
member—and at a price below the cost of a good 
evening's entertainment. 


the prospect’s requirements and then 
give him convincing proof that this 
particular truck was the one for him 
to buy, and at the same time check 


in part: 
“It takes a good buyer to see all 
the pitfalls in truck selection. 
“Many a truck that seems right 


Points Out Facts 


Current advertising of the truck 
division shows a man at a black- 


Anderson in Charge ce 


trucks and requirements without|Co., considerable labor and adjust- 
obligation. Branch managers and|ment of schedules being necessary 
dealers are enthusiastic over the re-|in order to make the various meet- 
sults they are getting. ings possible. 

In addition to aiding the salesman} Various members of the group 
to convince the prospective pur-|were selected to head discussions 
chaser that the truck selected will| with the several distinguished off. 
give economical, care-free perform-|Ccials visited, those who acted in this 
ance, these new sales aids safeguard | capacity including S. O. Dunn, Ruil- 
buyer and operator against the mis-|way Age; Edw. Warner, Aviation: 
take of selecting or using trucks not|L. C. Morrow, Factory & Industrial 
suited to the particular hauling job.| Management; Paul I. Aldrich, Na- 

One side of this rule, which is of | tional Provisioner; S. O. Kirkpatrick, 
convenient pocket size, is printed in|Chemical & Metallurgical Engincer- 
black and is used for load pulling|ing; H. C. Parmeless, Engineering ¢& 
and grade climbing determinations. | Mining Journal; E. T. Howson; Rail- 
The other, printed in red, is used |way Age; Earl Shaner, Steel; Don C. 
for speed calculations. Directions|Blanchard, Automotive Industries: 
clearly printed on the rule make the|Ernest Hastings, Dry Goods Econo- 
operation extremely simple. mist; and Fred E. Schmitt, Engineer: 

In addition to aiding in the selec-|ing News-Record. John Vandeventer, 
tion of equipment the slide rule en-|editor of Iron Age, acted as toast- 
ables the Reo salesman or the truck | Master at the dinner. 
operator or fleet owner to check the The group was received with ever) a 
fitness of equipment in service for]|courtesy by all of the officials inter- ~ cu 
the work on which it is being used.| viewed, and all of the discussions 7 h 
Frequently it points out the cause | being off the record, some very frank J 
of poor operating economy and other 
difficulties and enables the operator 
to make changes in his equipment 
that will effect economies, or select 
new equipment ideally suited to his 
individual needs. 


Use Sales Schools 

As further aid to Speedwagon 
salesmen, to insure their ability to 
use the ability rating plan and the 
performance slide rule to best pos- 
sible advantage, and to prepare them 
more fully to make comprehensive 
surveys, the Reo Motor Car Com- 
pany has conducted two correspond- 
ence courses, the first basic and the 
second advanced. Speedwagon sales- 
men from all parts of the world have 
enrolled and completed the courses 


The National Industrial Advertisers Association has 
members-at-large throughout the country and 
chapters in the leading industrial centers. It 
offers you the only medium for the free 
exchange of ideas and plans between 
members and local associations in the 
industrial field. It has been and will 
be a forceful aid in securing gov- 
ernment cooperation in the 
preparation of Industrial 
Marketing Data. It helps 
you in a hundred ways 
to do a better job 
for your company 
—to make a 
better job 
for your- 


self. 


LA ROO are _ 


comments were made. The general 
impression received was of the ut- — 
most good will and good faith, as 
well as of high appreciation of the 
vital importance of the _ business 
press in forwarding understanding in 
industry of the sometimes alarming Ff 
details of New Deal legislation and 
administration. 


Tivee Will Addves . 
E. I. A. Meet March8 {| _,, 


George Maertz, district sales pro- N 
motion manager, Westinghouse Elec: ac 
tric & Manufacturing Company, Pitts 
burgh, Pa., will talk before the East- 
ern Industrial Advertisers, Philadel: Ci7 
phia, Pa., on March 8, on “Prac Su 


Here are a few of the valuable 
services your inexpensive mem- 
bership includes: 


@The results from continual service on 
principal problems by active committee work 
—work dealing with such subjects as cor- 
poration and product analysis, industrial 
market analysis, distribution methods, pub- 
lication advertising, direct mail, catalogs, 


pong and all are enthusiastic regarding rane Market Analysis to Meet To : 
the help the courses have given Gay's Conditions. o 
@A cooperative program service through them. Other speakers on the program are 


each local group. F. W. Hankins, marketing counselor tp 


of Roland G. E. Ullman, advertisins. 
who will talk on a different angle of 
the same subject; and Hubert Fos 
ter advertising manager, A. M. Col: 
lins & Co., whose topic will be “P® 
per and What It Means to the Ad 
vertising Scheme of Things.” 


Kable-C sound te 
New Chicago Agency 


new advertising agency, the 


You should be a mem- 
ber! Why not write for 
information now? 


“In our opinion,” says A. L. Stru- 
ble, sales manager Speedwagon di- 
vision, “it is almost impossible to 
over-estimate the advantages en- 
joyed by the salesman whose thor- 
ough knowledge of ability rating, 
load capacity, weight distribution, 


@ Aid in sales promotion. 
@ Case studies in the industrial selling field. 


@ Information on what others are doing in 
handling publicity. 


@ An annual national convention and ad- 


n Vr ven engine power requirements, proper 
vertising exhibit for organizations selling to fuel and oil consumption, grade 


industry climbing ability, gear ratios and tire 


sizes, average and maximum safe 

speeds and other operating factors A 

and whose ability to present sound | Kable-Colcord Company, has bee! 

recommendations convincingly, com-| formed in Chicago, with offices at | 

mand the confi.ence of the man with | N. La Salle Street. Principals !" Ho 

hauling problems.” clude H. G. Kable, president of Kable Ma 
Crews of transportation experts Brothers Company, Mt. Morris, mm 

from the factory Speedwagon sales David H. Colcord, formerly ‘in 

staff have conducted sales schools 


@ An unequalled personal contact with the 
members of companies to which your own 
firm sells. 


It's the biggest package ever offered 
at the price. 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION, INC. 


Reincke-Ellis-Younggreen & : Sa 
and David H. Colcord, Inc.; and A. 


in 35 key cities throughout the : 
: : Hellman. 
537 South Dearborn Street United States for the benefit of| ‘The agency will perform a ©o™ Me 
Chica ° salesmen from surrounding terri-| plete advertising service, includin " 
9 tories. publications, direct mail and radi 
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WAKES USER TELL 
| PROSPECT STORY [inane 
OFGAS CUTTING ff 


New York, March 1.—A very un- 
| method of telling a story from 
ser’s viewpoint is employed in 

h ittalog on Machine Gas Cutting 

| ssued by Air Reduction Sales 

Col any. 
| reader is taken into the office 

of Mr. Wright, chief engineer of a 


A "STILL" OF sic | MACHINE AGE GM. Pt cuales 


i | Campaign for a : 
mm = AIDS 4 MILLION New Truck Line 


| 

| New York, March 1.—The machine| Detroit, Mich., March 1.—General - 
age was strongly defended here by Motors Truck Company, which, from ' 
'scientists before a joint meeting of the standpoint of the advertiser, has 
lthe American Institute of Physics | bee" in a state of comparative In- 
land the New York Electrical Society, |activity for the past eight months, 
land figures cited to show that ania. is launching an extensive business 
| tific development has produced jobs | Publication campaign through Camp- 
|for at least four million persons. | bell-Ewald Company, Detroit. 

| Dr. Karl T. Compton, president, | Emphasized in the new copy are 
| Massachusetts Institute of Tech-| Wo new models designed especially 
nology, delivered the principal ad-|for present day requirements in in- 


ere iia hie fone eolan Soe dress and said the idea that science | dustrial circles, ; 
concel : akos away iohea: ar % ral is § The new trucks, buil at new ‘ 
ene pai Salen tie tah: nak oihee takes away jobs, or in general is at) — prt igsic ks, aon Se Genes ew f 
the courteous get-acquainted conver- the foot of our economical and so-| length and weight restrictions im- a 
= nh Ee ak I Gea ol cial ills, is contrary to fact, is based | posed by statutes in the various : 
‘ trip through the plant, with Mr. oe SS ner pancneen ee paapanbenapn cd aie Apt oral ie 
Wrizht pointing out the various types vicious in its possible social conse- | pacity, are “cab-over-engine” models = 
¢ eouipment in use and calling atten- quences, and yet has taken an in-| and “set-back front axle” models. . 


tion to the advantages of this meth- sidious hold on the minds of the| Copy features the redistribution of 


od of metal cutting. ‘aes people. se icing ne possible a maximum a 
fter ' = pay-load capacity. a ae 
ane po ee ae te ee Totals 4 Million In addition to business publica. i oa ; 
tells how the Air Reduction Sales Machine tools were shown as/|tions, which will form the backbone ae 
Company made a special survey of creators of 87,000 jobs; electrical in- | of the 1934 campaign, it is believed is 2 a 
their entire manufacturing activities dustry 1,000,000; radio 100,000; mo-| that other media will be added later. a 
and showed them just where they : | tion pictures 389,000; telephone 357,- In advertising directly to indus- 
could use the process profitably, and : j ; . | 000; aeroplanes 50,000; rayon 41,000; | tries, a concerted effort will be made 
sow. after the machines were in-| One of the many interesting photographic reproductions from the | steamships 217,000; refrigeration 72,-|to corral a large share of the re- 
i stalled, they sent an experienced new catalog, "Machine Gas Cutting," issued by Air Reduction Sales 000; automobiles 2,400,000. | cently revived liquor and wine field. 


man to get them started and train |= eee : —_ ee ae 
their own operators. Then they]any number of monthly contests, and 
found the method most satisfactory | may submit as many suggestions as 
and profitable, and heartily endorse |they like. Rules state that decisions 
its use. will be based on ideas and that it is 


Extend Survey Service unnecessary to write all or part of e e \ y 
- , the complete advertisement. UMmicl ry ‘. Fe ims ur 
lollowing this customer sales talk, res oa a ae , 
; Winners will be publicized in pro- ! A 
the reader is extended the same sur- ’ , : 

fae ., | motional pieces to the trade and an- 
vey service and asked to request it 


; : : 
z nounced in advertisements for which 
from the nearest office. The remainder they furnished suggestions ewer aun ll im 
of the 92 pages takes the prospect : a ak ae ree ' ” ” 
: Me p The editors and advertising man- 
through visible evidence of the range ; : : hi : 

- _ agers of the publications which will 
and scope of machine gas cutting; tat “all 
ov ee vege carry the advertising will judge the 
show the various styles and types , . Yad 
, ; suggestions. McCann-Erickson, Inc., 
f equipment for this work; and then is the agency in charge of A. P. W 
presents the evidence of industry’s par aca : . avs 
approval of machine gas cutting with — 
these machines, 


The catalog is of letter head size 
done in two colors, with a heavy 
black cover printed in gray and yel- 
low, and embossed. Photographic re- 


productions are used lavishly and 
leave no question to the reader as to 


2; =F the appearance of the equipment or 
10- s ability to do the job. 
er. & G. Van Alstyne, advertising man-| Cincinnati, Ohio, March 1.— The 
or. Fy eer, under whose direction the| Steel industry has awakened from its 
a ok was produced, states that he|“@epression sleep with a new realiza- 
eves it to be the first time the|tion—that advertising and merchan- 
ry &§ alient faets about the machine gas dising, rather than production, is the 
er- | cutting process and the machines|Cchief problem confronting the in- 
ns 4 themselves have been compiled and|dustry, L. 5S. Hamaker, manager 
nk §& made available in one book. sales promotion division, Republic 
ral a Steel Corporation, told members of 
ut- § . the Advertisers’ Club of Cincinnati 
as | Salesmen Will last night. 
the § . . The steel industry as ° waee aa- }iew of turbine room of new municipal power station at Piqua, Ohio 
ws Write Copy in vertises less than any industry o described in recent issue of POWER PLANT ENGINEERING. 
in § comparable importance in the com- J 
ing § A P W C t t mercial life of the nation, and some 
ind = ° ° on es ot the work that is being done, Mr. 

: . Hamaker claims, is the most con- HE Federal Administration of Public ing, pumps and other power plant equipment 
York, Feb, 26.—The ad-writ-|cealed advertising he has ever seen. Works announces that $11,000,000 worth for modernization and replacement pro- 
~~ test for distributors’ and job |However, with the new realization, ol sated since entices tien tay f ‘ unl . 1 l alae 

8 are Jesmen launched last month steel is setting itself in readiness, pal | systems have already grams in manufacturing plants also helps 

. A. P. W. Paper Co., Albany, awkwardly and amateurishly in some veen financed and that applications have make the power plant market a steady and 

DO" Y.. is producing excellent results. | cases, but with typical determination been received for $35,000,000 more. important market. 

lec: “coring to Dwight D. W. Hollister,}in all cases, to cope with the new 

tts: *Xeclllive vice-president. problems confronting it. Y 

ya , = a of salesmen to criti- The hardest task taced by industry This is but a fraction of the money which pence get Loud bang ‘a the orders for 

i pany’s advertising copy |today is the selling of its products,| i pb. spent £ = ade iit power plant apparatus by advertising con- 

rac: ““sees'ed the idea for the contest.Jand to do it at the lowest possible f eae or power plant machinery, sistently to the 19.870 superintendents. chief 

To- ‘0 possible benefits were seen. One|cost. Harking back to these funda-| ¢©quipment and supplies, as it does not in- ial Iti m 

- ‘as tuat the contest would put a|mentals, Mr, Hamaker said his own} clude the power and heating facilities in- engineers, comeuiting euginesrs aud other 

= “P's carping; the other was that |department was attacking the adver- corporated as a part of other public works sedges plant men who are regular readers of 

‘od copy ideas would be un-|tising problem of Republic Steel Cor- Ween; Z POWER PLANT ENGINEERING. 

ne poration as a virgin proposition, and such as buildings, hospitals and water works. 

ace $900 in Cash Prizes in the process has uncovered wared nor does it include the millions involved in A brief analysis of the power plant market, 

Col- vear’s contest is limited to practices of questionable value wan 1 Federal power projects like Boulder Dam. the distribution of POWER PLANT ENGI 

‘Pa “Yertising in the class and business ihe oe = ate ” es “ge? _ hee . * ‘ Pom 

Ad field \ total of $900 in cash prises ductive mediums. Every mvieTOR of NEERING’S subscribers by industries and 
is being offered for several monthly the perp ang te hl peg Page 2 Continuous buying of boilers, stokers, en- executive ratings, and other useful informa- 
i ‘ud there is a first and sec- mln Bisa geet silence gines, turbines, piping, valves, motors, belt- tion will be presented on request. 

_ "loud prize for the year. 

he thonthly prizes are offered for -ienaninae rs 

yd ... Shecifie suggestions for one| Fyller Advanced at 

a ‘tng Oh on the list, which in- A . Tin Plat 
at 1 ty ‘merican School Board Jour- merican in ate 
~ “ hitectural Forum, Modern Fred M. Fuller has been advanced 
able } PCL, Nation’s Business, Factory|to general sales manager of the 
IIL: “nagenent and Maintenance, Na-|™erican Sheet & Tin Plate Com- 

of Mal Petroleum News, Buildings pany, Pittsburgh, Pa., from his for- 
Pint ind Pp ding Menasement Catholic mer post of assistant. He has been 
\E Schon) lournal H , ’ with the company for 40 years. ; 

ime, we otel Management, J. I. Andrews, formerly vice presi- Charter Member A. B. C.—A. BP 

on Rania; Druggist, American Paper|dent and general manager of sales ; ee ee ee ees 
ding The . - and Hospital Progress. for the company, continues as vice 


tio ‘© salesmen may enter one or | president in charge of sales. 53 West Jackson Boulevard, Chicago, Ill. 
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& INDUSTRIAL MARKETING SECTION 


March 3, 1934 


PROBLEMS | 


in industrial advertising and marketing | 
Vv | 
CONDUCTED by KEITH J. EVANS | 


Value of Card Space 
In Trade Publications 


increase our adver- 
this year and 


We expect 
tising appropriation 
management has given me an idea 
of what I may expect. However, it 
will be enough to cover a num- 


to 


not 


ber of secondary fields in which we | 


are interested. 

Do you happen to have any in- 
formation on card space in the 
various magazines, and whether or 


, 


not it is worth what is paid for it’ 


ADVERTISING MANAGER. 


When it is considered that 
editors of the publications are fea- 
turing products and methods in 
which your equipment is involved in 
every issue of their publication, it 
is evident that some force is being 
applied to turn buyers in yeur direc- 
tion. 

Therefore, we believe that the 
careful user of card space may get 


the | 


| motional work of the magazine. 


| there. 


more per dollar than the user 
larger space. For a very small sum, 
he may cash in on the general pro- 
In- 
cidentally, he also cashes in to a cer- 
tain extent on the educational work 
done by his competitors, using larger 
space. 

While it is not possible to secure 
as much of this type of value with- 
out the buyers’ guide in a magazine, 
still even without it, the value 
It is important to have your 
name and product prominently dis- 
played even if nothing more can be 
done. While there are exceptions to 
this general rule, it applies in the 


ol | 
| 


is 


case of the products of most com 
panies. 
A great many advertising man- 


agers when they come to card space 
neglect it sadly. They leave it to 
the publisher to put in a certain 
amount of copy and their card 
blends with all of the others in a 


| trend 


perfect maze of indifference. On the 


ORE 


other hand, if a little time and atten- 
tion is given to small space, it can 
be made distinctive and to truly rep- 
resent your colnpany. 

We believe in small space 
large space. We are not so 
interested in middle size space. 


and 
much 


vgs 


Professional Composition 
For Industrial Advertising 


1 included in my last budget a rea- 
appropriation for  profes- 
sional layout and setting of ads. 
However, this item was crossed off. 

I am wondering what the general 
and what suggestions you 
have, if any, on this moot question. 


sonable 


is 
ADVERTISING MANAGER, 


There is no doubt but that the pro- 


fessional ad-setter can do a better 
job than the publisher or average 
printer. It is also true that the 


greater portion of the better adver- 
tisements are set by professional 
typographers. Therefore, if your ads 
are not set by a professional typog- 
rapher, the chances are against you 
in relation to other advertising. 

As everything is a matter of com- 
parison, when you have placed a 
great deal of time and thought on 
your advertisements, when you have 
paid good money for the space, the 
extra percentage for professional 


than three billion dollars must be spent 


soon for equipment and materials to carry out 
the 15.000 Federal, State, and Municipal Projects 
already authorized by the Publie Works Administra- 


tion. 


« . . 


cation in its field. 


and countless lesser items of power equipment. 


More products and services advertised . . . 


Approximately $30,000,000,00 of this vast amount 
has been specified for strictly “Power” projects. 

Nearly $400,000,000 is for hospitals, schools, public | 
buildings, waterworks. sewers, ete., which in turn will | 


‘Plan for Handling 


require power plants, heating plants, pumping plants, 


The 


“pumps are being primed” for a great industrial up-| 
surge, to meet which power plants, everywhere, must 
be put in more dependable shape. 

POWER Advertisers have already felt this rising tide 
of new business, and their favorable reaction is shown 
by 110 pages of advertising in the February issue 
a gain of 21 pages over the preceding month, 


and of 20 pages over February 1933. 


space used . . . a larger number of advertisers . . . 


more agency-placed space than in any other publi- 


More than ever before. the advertising pages of | 


yy POWER are truly the “Market Place of the Power 
3 Field.” 
¢ ee 
“ If you make a product that ean be sold in this market 
%) you should start your selling RIGHT NOW. 


A McGraw-Hill Publication -330 West 42nd St., New York 


lance toward having a pleasing, bal- 


| this line every month. 


type setting should be gocd insur- 


vote is for the professional set-up. 
On the other hand, not only the 
cost of typography but the cost of 
plates going up, while budgets 
have not yet begun to show much 
increase. Solace may be _ secured 
from the fact that publishers ac- 
tually are doing a better job along 
If you carry 


is 


et 


in an effort to create 
those still prospects. 


interest in 


janced effect and typography that 12. Copy of letter mailed to sak 
|will be in keeping with your in-| man with request that he call again 
dustry. If each advertisement is 13. Final report on __— situation 
used in a number of papers, the cost, | closes the file. 

of course, is lower per unit. So our a 


Samples in Catalogs 
We are sending you several sam. 
ples of our products and would like 
to have your suggestions regarding 
illustrating them in our catalog. \ 
they are uninteresting, we wow! 
like to have your advice. 


d 


SALES MANAGE! 


the layout and type suggestion as While you have uninteresting 
far as you can and make a special | jtems to illustrate, still you may ¢e- 
point of urging the publisher to do|yelop interest through color 0) 
a good job, reasonably good results| photographing men down in small 


will follow. 
a a 


Bleeding Fractional Pages 

We occasionally considered the 
possibility of using bleed pages for 
our advertising but as yet have not 
undertaken it. 

Will you please advise the usual 
increase in cost and whether or not 
one can bleed fractional pages? 


ADVERTISING MANAGER 
The usual cost for bleeding full 
pages is 25 per cent. As far as we 


know there is no standard cost on 
bleeding fractional pages, nor is 
there any definite agreement among 
publishers. 

In the past, publishers have not 
been willing to bleed fractional 
pages. Now, however, we have seen 
one or two appear which probably 
will develop a precedent. 

We would suggest that you take 
the matter up with the publications 
you are expecting to use, as they 
will no doubt be pleased to work 
with von. 

7, VV F 


Direct Mail Campaign 

In former years we would develop 

opportunity to call attention to 

some new feature of one of our prod- 

ucts to a certain industry, and would 

write a letter to them about it. That 
ended the matter. 

Now we never try a single letter 
or printed piece, but always include 
a series of at least two or three units 
in each campaign. Still our sales 
manager says our letter work is 


an 


more 


ragged and a direct mail agency 

| claims we are only going half way 

and wants to show us how to do it. 
Now you tell us. 


size compared to your product and 
having them inspecting or pointing 
out the principal features. 

In your case it may also pay to 
include actual samples of your ma. 
terial on inserts or on the inside 
front or back covers of your catalog. 


This has been done occasionally 
with good success, representing 4 
novel method of display, and, of 


course, there is no better way to get 
your product across than to actually 
include a sample. 


Libbey Owenot ord 
Runs 60-Page Insert 


A 60-page booklet insert of Libbey- 
Owens-Ford Glass Company, Toledo, 
Ohio, ran in the February issue of 
The Architectural Forum depicting 
the nine small modern houses at the 
Century of Progress at Chicago last 
summer, 

The cover page carries the title: 
“Glass—As an Architectural Medium 
in 9 Small Modern Houses at A Cen- 
tury of Progress, 1934.” The interior 
of the booklet is done in two colors, 
blue and black, and carries exterior 
as well as interior views of the 
houses from practically every angle. 
In addition there are many architec- 


tural scale drawings pertaining to 
each house. 
The text in the fore-part of the 


booklet deals with the reason for the 
elevation of glass to a place of dis- 
tinction among building materials 


C. A. I. M. Will Get 


A “Raspberry” party has_ been 
scheduled by the Cincinnati Associa- 
tion of Industrial Marketers for its 
Mareh meeting. The idea was sug- 
gested by and will be patterned after 
the one recently held by the Milwan- 
kee Association of Industrial Adver- 
tisers. 

Members have been asked to sub 


mit what they consider their best 
ADVERTISING MANAGER. pieces of advertising matter and 
these will be criticized and all bad 
| That is one nice thing about ad-| points revealed by a man of long ex- 
vertising. It can always be right or| perience in the advertising work. No 
always be wrong, depending upon|favorable comment will be made. 


the viewpoint. 

While one letter is usually enough, 
a group of two or three pieces will 
usually accomplish an immediate ob- 
jective provided it tied in with 
personal calls. 

The following outline, however, is 
| taken from the campaign of one firm 


is 


Agencies as well as manufacturers 


may participate, and material sub- 
mitted may be any form of adver: 
tising. 


Bonbright Heads New 
Chevrolet Publicity 


John M. Bonbright has been ap: 


| 

|selling to industry, showing that] pointed to head a special department 
|quite a bit more may be accom-|of publicity activities of the Chev 
plished to finish up a job in case|Tolet Motor Company, Detroit, to 
peer is enough involved: supply engineering, mechanical and 
| 1. Secured list—not any list but technical news and information (0 
| ' : , es Mist the trade press of the automotive 
| the latest, live accredited list. and allied industries. 


| ° 
| 


Mailed first letter. 
+. Replies answered promptly with 
copy to salesman for follow-up. 

4. Mailed second printed piece 10 
days later to those who had not re- 
plied. 

>. Handled 
way. 
| 6. 


replies in the same 
Third piece (a letter) mailed 
seven days later to those who had 
not replied to numbers 1 and 2. 

7. Replies handled in the same 
way, 

8. Those who had not replied to 
any of the three pieces were passed 
to salesman to try for business and 
report. 


| 


reports to salesmen, as to: 


A. Number sold. 

| B. Number 
product. 

C. Number still open. 


using 


4. Summary is prepared on situa- 
tion, based on replies to letters and 


competitive 


fourth letter four to six months later 


Mr. Bonbright, formerly publicit) 
director of the Graham-Paige Motors 
Corporation, has served since last 
summer with Automotive Daily Nets 
as a technical writer, and on th 
publicity staff of Campbell-Ewald 
Company, advertising agency fo 
Chevrolet and other General Motors 
accounts. 


Seth Parker Mahec 
Industrial Papers 


“Seth Parker,” whose round-the 
world cruise has developed a laré 
volume of general advertising, is 2°" 
making his appearance in the adver 
tising pages of industrial public’ 
tions. 

The Okonite-Callender Cable Co™ 


pany is using Railway Signaling . 

: : oO e 
other publications to feature \* 
selection of Okonite products ° 


Pep re his 
Phillip H. Lord for many parts of ht 
ship, including the electric light @ 
refrigerating plant. 


10. Number still open added to Now American Furrier 
the mailing list for current litera-| pefective with the March iss 
i a , Paris Modes and American Furr 

11. Number still open received|New York, will be known 45 


American Furrier. 


the “Raspberries” 


¥ 
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Only Years of 
EXPERIENCE Can 
produce FINE tools 
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Cleveland Twist Drill Company, Cleveland, Ohio, makes capital of the depression by citing how its organ- 


ization of veteran employees, skilled in their trade, came through intact and continues to maintain the 
high quality of its 


CLEVELAND TWIST 


DRILL FEATURES 
EMPLOYES IN COPY 


Cleveland, Ohio, March 1.—A new 
theme in industrial advertising, 
especially the small tool division, is 
emanating from here in a campaign 


( py 


now being run by the Cleveland 
Twist Drill Company, for years one 


i the most extensive and consistent 
isers of industrial papers. 

Instead of the usual more or less 
tereotyped copy asserting claims of 
erformance, low cost, and many 
ther statements which have been 
common in the advertising of this in- 
dustry for the past 15 or 20 years, 
the new Cleveland advertising tells 
how this company has come through 
the depression years and still has a 
veteran organization of men 
in the art of making small cutting 


tools, With this display of long ex- is & matter of pride an sick 
perience and training the implication | sete —_ to regeré thet omiy 0.8 per 
of high quality and uniformity of | cent of the men and women who 
product is registered, and any fear work in our factory have been with 

to inferior quality due to disor- | us less than five years despite | 
vanization of manufacturing forces | ‘he Rpomeaanne cannes seer ave 
ecause of depression conditions is | occurred throughout all industry dur- 


itomatically dispelled. 

In deciding on this copy theme, 
Geo. H. Corey, advertising manager, 
thought it would be interesting and 
also good advertising to tell the in- 
(ustrial world how our organization 
came through the depression.” 


Makes Good Showing 


“Back in 1929,” said Mr. Corey, 
Alvin MeCauley, president of the 
Packard Motor Car Company, issued 
* booklet on the same subject in 
relerence to its factory personnel, but 
lle Was unable to show anything like 
the record we have, and I thought, 


BOOKLETS + CATALOGUES J 


PRICES ON 6x9” 


‘BOOKLETS - 


Printed on 45 Lb. E. F. 


| 
| 
50M | 
| 


Bite 10M 25M 

,> Page $ 36.40 $ 55.75 $129.20 $229.85 | 

A pag 55.75 89.30 164.90 302.65 | 

4 Page. . 67.10 120.00 198.45 360.55 | 

32 Page 103.95 167.50 302.40 607.95 
_ Page 128.50 206.95 387.45 710.85 
7 

Above booklets are Self Covered Saddle Wire 
; Stitched 
her ind quantities proportionately low. 

FULLY EQUIPPED PLANT 


Ce mplete facilities to run large 
enc small editions of various size 
publications, news sheets, monthly 
‘rade journals and catalogues. | 


CATALOGUE SPECIALISTS 


A staff trained to lay-out and | 
Prepare for publication “Cata- 
gues that bring results!" 


Submit Your Requirements 
PUBLICITY SERVICE 


CORPORATION 


| 
FULLER BUILDING—Philadelphia, Pa. | 


PUBLICATIONS * PRINTING J 


skilled | 


| says it 


| Only years of EXPERIENCE | 
| can produce FINE tools ih 


All of these toremen have been making “Clevetend” 
it Grits and roamers for mere than 15 years . 
i] 51.8 of them for more than 28 years! | 


Hed The Twist DRL i 
Hel - COMPANY Hi 
H | Creve Seo he 
} CCG ee SeNE Arcane ome oe 0 en ease 

i oe ee | 


=o \ 


product. The sales department was not overlooked. we geen — hao gg 
CA Aan ata ve on The object and intent of the pro’ DPD eMooy Succeeds Covey 
* ; ; _ vision is to provide through an au- 
although 1929 was the most favor-| it expects to increase its advertising is) See ‘ Nar John DeMooy has been selected as 
1 fF 1933 i | thentie ated source for the disposi- sales manager of the Cleveland Pneu- 
a le year, the record of 1933 would | expenditures gradually as sales de- | tion of all kinds of used printing | matic Tool Company prea ete 
he far more impressive. I believe|yelop. Until there is ; »xtensive achineryv at fair s ‘notifi SG px pany, one 
hadi. = ’ op. nti rere 1S an extensive | machinery at fair and justifiable val-| Ohio, to succeed H. S. Covey, re- 
existing conditions call for this par-| qemand for products such as the! uations, by acting as a negotiator signed. 
ticular type of treatment rather than 


| discussion of the years prior to 1930.” 
| The first of the series of pages on 
\this subject carried a group picture 
«across the top of the advertisement 
| showing over 450 of the factory em- 


ployes photographed at the com- | 
pany’s plant on Sept. 25, 1933. Un- 


der this is a caption stating that 66.2 
per cent of these men and women 
have been making Cleveland drills 
) and reamers for more than 10 years. 
And the head says, “. . Only Years 
of EXPERIENCE Can Produce FINE 
Tools.” 

“Twist drills and reamers,” runs 
the copy, “that stand the acid test 
of use and time, can be made only 
by people who have had a lot of 
that experience which comes only 
through long training. <A_ factory 
| where people come and go, and are 
never seen again, cannot produce 
really good tools. 
| 


, 


| Paints to Record 
zz | 


| ing the past four years.” 

The second advertisement 
the same theme, 
deals especially with the foremen, 
5.8 per cent having been with the 
company over 28 years, and all of 
them more than 10 years. The third 
piece of copy picks out 14 men head- 
ing important departments in the 
factory and showing an average of 
slightly less than 37 years of serv- 
ice. The head for all three adver- 
| tisements is the same: “Only years 
| of experience can produce fine tools.” 

After good tools have been pro- 
duced, however, they must be sold, 
and the selling organization is fea- 
tured in the fourth of the series now 
appearing in Jron Age, Machinery, 
Mill and Factory, and American Ma- 
chinist. The second piece of 
also ran in Steel. 


carries 
but pictures and 


copy 


“At Your Disposal,” states the ad- 
vertisement featuring the sales 


group, “597 Years of Experience Sell- | 
There are 28 sales- | 


ing Fine Tools.” 
men in the organization, pictures of 


26 of them being shown with their | 


names, including W. E. Caldwell, 


manager of sales. 


Salesmen Precious Asset 


The copy of this page points to 
the accumulated experience as rep- | 
and | 


resented by 
is a 
company. 


the sales group, 
precious asset to the 

“Through each member of it,”’ says 
the copy, “this company meets you. 
These thoroughly trained and sea- 
soned men are capable of demon- 
strating the special merits of our 
products. They are, in a large sense, 
your guarantee of quality and intel- 
ligent service.” 


These four pieces of copy comprise 


the extent of the company’s adver- | 


tising activity for the present, but 


ADVERTISING AGE 


HUMAN INTEREST APPEAL company makes, however, Mr. Corey | between owners of such used ma- . 


believes in concentrating the effort | chinery and prospective purchasers 


in trade publications. The present|through authorized dealers and 4 
| campaign is quite successful, he | otherwise. 
|feels, because it has caused consid- Another provision of the plan is cc. eee 


|erable comment in the trade among the issuing of certificates of value ee 

| purchasing agents and factory ex-| for used machinery. which is turned ; 

ecutives. over to the corporation. These cer < 
The campaign is being handled di- | tificates would be honored by all 

|rect. Mr. Corey was president of the manufacturers and dealers of print- 

| National Industrial Advertisers As- 


ing equipment up to ten per cent of 
| sociation during 1929-31. the amount of the new machinery 


“ purchased, provided there no 
trade-in involved. 


Code S u pa es S t S The corporation would proceed to sa 
An Outlet for 


is 


< mf Phen Re, eg o. 


597 YEARS OF EXPERIENCE SELLING FINE TOOLS resell the used machinery turned 


Tit an 2 how eng eerten 0 wn dee bah over to it by listing it with author- s 
poe gts e ized dealers and, by further provi- oan 
Used Machinery sion, would destroy all machinery Ly 
pe Re S coming under its control which in 
ts “iat | ~ its judgment has ceased to be an 
oe Chicago, March 1.—What is viewed | economical factor in production. 
an here as a suggestion to all groups Funds for the administrative, cler- 


CS 0m | of machinery manufacturers as a so-| ical and advertising expense of the 
tater = | lution to their used machinery prob- | corporation would be provided by the 
<< |lem is Exhibit A appended to the 


addition of a reasonable charge to 
code of fair competition for the | the price set on the machine by its 
printing equipment industry and | owner. 


trade, which outlines a plan to deal 


LEADERSHIP 


/ 


i George Washington, first in war 
and first in peace, gave to Amer- 
ca unexampled qualities of Lead 
ership. 


r \ 
Dis claim ot 


leadership, as applied to an in- 
dustrial publication, may be 
either an empty boast or an ac- — 
curate index of standing and 
recognition won by sound policies \ 
and able guidance of its field. 

THE NATIONAL PROVISIONER, 
with forty-four years of unbroken. service 
to the Meat Packing and Allied Industries 
behind it, has won constantly increasing 
prestige based on a successful program ot 


facturers of power plant 

K equipment and meat packing 
companies, this campaign has 

been a definite success. It is 

being continued with ex- 

panding interest and results. 

Similar editorial activities during the 
past few years have embraced such impor- 
tant subjects as temperature control, pack- 
aging, transportation and delivery, plant 
modernization and improved  merchan- 


AT Eg NN SE dising of meat and meat products. With- 
icsiceuinibalnasanieraubtiniies out sensationalism or ballyhoo, TTHE 
This result has been due to complete NATIONAL PROVISIONER _ has 


and intimate contacts with all divisions of 
the industry, to continuous effort to pro- 
mote better methods and products, and to 
the cooperation of every important interest. 


steadily led the way forward to better 
methods, better products and better profits 
tor its readers. 

It is upon the sound basis of continuous 
and appreciated service that the industry 
has bestowed upon its recognized spokes- 
man the accolade of LEADERSHIP. 


During the past year, for example, the 
NATIONAL PROVISIONER has pro- 
moted its Steam and Power Savings Service 
as a means of increasing economies in plant 
operation and insuring modernization of a 
long neglected department of the industry. 


As a result of a definite editorial program, yer 

and of meetings held under its auspices to i 3 

provide planned cooperation between manu- i ; y 
| 


The NATIONAL PROVISIONER 


New York. 300 407 S. DEARBORN S'T., CHICAGO 


Acceptance, LEADERSHIP, influence and 
complete coverage in the Meat Packing 
and Allied Industries makes THE NA- 
TIONAL PROVISIONER an indispen- 
sable medium for profitable cultivation of 
this great market. 


Madison Avenue Los Angeles, 1031 S. Broadway 
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CLASS & INDUSTRIAL MARKETING SECTION 


March 3, 1934 


SPACE BUYER’S GUIDE 


A Classified Advertising Section for Industrial, Trade & Class Publications 


peaieite —l 


Baking 


‘BAKERS’ HELPER 


830 8S. Wells St., Chicago New York, W. F. Leg- 
gett, 10 E. 39th St., Caledonia 5-5503 Established 
1887. The oldest American bakers’ magazine. Edi- 
terial policy: Ald for bakers in all phases of pro 
duction and business management. Eminent authori- 
ties on staff Circulation—87% directly into bak- 
eries. Advertising—resultful, reaching major buying 
power of the industries Includes most prominent 
advertisers Reaches bakery buyers at low cost per 


thousand Sakery experts analyze and make baking 
lests Isued every other Saturday. Forms close 10 
days preceding. Type page, 7x10 Page rate: 26 


times, $100; 13 times, $110 Half-page rate: 26 
times, $55; 13 times, $62. Subseription, $2 a year. 
Member A. B. P. and A. B. C 


BAKERS’ REVIEW 
$30 W. 42nd St., New York City; Chicago office, 
Chas. B. MacDowell, manager, 11 8. La Salle St. 
Established 1898. Filled from cover to cover with 
brief, authoritative articles, everything in a con- 
cise and quickly assimilated form Complete cov- 
erage—over 30,000—reaching every bakery owner in 
the country at lowest rate in this field, four-tenths 
of a cent per reader. Maintains laboratory for bak- 
ing tests supervised by chemist and practical baker. 
Published monthly on the first. Forms close ten 
days preceding. Type page, 4%x7. Page rate, 12 
times, $120; half-page, $70; quarter-page, $45 
Member Controlled Circulation Audit. 


BAKERS’ WEEKLY 
45 W. 45th St., New York; Chicago office, 360 N. 
Michigan Ave. Published every Saturday. Subscrip- 
tion, $2 a year Forms close 10 days in advance 


publication. Rates: less than three pages used 
sithin one year, $150 per page; 52 pages within one 
year, $100 a page. Type page size, 7x10. Member 


Audit Bureau of Circulations and Associated Busi- 
ness Papers, Ine Largest net paid circulation in 
field, lowest advertising rate per thousand paid sub- 


eribers Operates completely equipped Experimental 
Bakery and Laboratory in New York headquarters 
sith staff of full time chemists and expert bakers. 


Inquiries invited regarding industrial requirements 
ind marketability of any product; reports submitted 
sithout obligation to manufacturers or agencies 


Breweries 


MODERN BREWERY 


Published monthly by Modern Brewery, Inc., 205 FE. 
42nd St., New York City. Covers the entire brewing 
and allied industries A total monthly circulation 
of over 4500, Publishing date, fifteenth of each 


month. Type page 7x10. Rates, 12 pages within 
one year, $100; 8 pages total, $116 per page; 4 
pages, $126 per page, and less than four pages $138 
per page. Advertising copy should be received by 
publishers ten days prior to pee date when 
proof is desired. 


THE WESTERN BREWER, seyronas. BREWERS’ 


ge ae 1876), published by H. 8. Rich & 

‘o., 431 8. Dearborn St., Chicago, Ill. A monthly 
ates devoted to the brewing, bottling, malting 
and allied industries. Published the fifteenth of each 
month. Page size, 7%x10% inches. Rates: One 
page, one time, $100; 12 times, $70; one-half page. 
one time, $60; 12 times, $46; one-quarter page, one 
time, $35; 12 times, $25; one-eighth page, one 
time, $24; 12 times, $15. Advertising copy should 
be in publishers’ hands ten days prior to publication 
date if proof is desired. Plates can be used if re- 
ceived five days prior to publication date. 


Coal 


THE BLACK DIAMOND 


A weekly journal reaching all branches of the coal 
industry, published continuously for the past 45 
years at Chicago; main office, Manhattan Building; 
branch offices, Whitehall Bldg., New York; 201 State 
Theatre Building, Pittsburgh; Room 417, 622 
Broadway, Cincinnati; Investment Building, Wash- 
ington. Its vigorous editorial policy has made it 
a dominating factor in the trade. Size of page, 
$x12 inches. Page rate, one time, $90; 52 time 
rate, $78; half-page, one time, $48; 52 tims, $41; 
quarter-page, one time, $26; 52 times, $21. Issued 
Saturdays. Last forms close Tuesday preceding date 
ef issue. Subscription price, $5 per year. 


Dental 


THE JOURNAL OF THE AMERICAN DENTAL 
ASSOCIATION 


212 E. Superior St., Chicago, Ill, ts the Official 
Advertising Medium for dental products and has 
the largest paid circulation of any dental publica- 
tion Total circulation, 86,752. The Journal is 
fesued the first of each month. Forms close first 
of month prior to publication. Type page, 4%x7% 
inches. Yearly rates: One page, $112.20; half-page. 
$6.15; quarter-page, $42.50; eighth-page, $28.90. 


agencies 
United States 
ization in 
a & & 
clation. 
except on 
Cincinnati, 


IMPLEMENT NEWS 
For manufacturers 


troit 


Commission 
insurance advertising. 


insurance in entire 
insurance publishing organ- 
5 memberships in A. 
Publishers’ Asso- 
advertising agencies, 


Offices: Chicago, 


Indianapolis, De- 
Des Moines, Atlanta and San Francisco. 


One-time page rate, 
Guide to Farm Imple 


Liquors and Wines 


Recognized national 


ers all over the world. 


Funeral Directors 


THE CASKET AND SUNNYSIDE by 


est funeral directors’ eral 


by recognized authorities and special fea- 


Published 
E. 42nd 

| liquor and 
of each menth. ; 
within one year $100; 
4 pages, 26 
$138 per page 
publishers 
when proof is desired. 
in-chief, was before prohibition, 
manager and editor of the oldest and largest 
wine and liquor magazine in the United States. For 
all advertisers, the publishers issue a weekly news 
and tip service. 


f) ages total, $116 per page; 
less than four pages 
should be received 
to publication date 
. Bowne, the editor- 
vice-president, gen- 


BOWNE’'S Wines & SPIRITS | 
Distillery, Inc., 205 
. Covers the entire 
, Publishing date, tenth 


Rates, 12 pages 


tioners—the best prospects for advertised goods. 
inches more display space than that of contemporary News 
journals, assuring economy in space buying without 
Published Ist and 15th. Forms 
Page, $125; half-page, 
B: Tong $25. Yearly 


sacrifice of display. 
close two weeks in advance 
$75; mae page, 


Mida, 
years 
editor-in-chief. 
contributors, 
Circulation—Complete coverage of 
including distilleries, 
wholesale liquor and wine dealers, and a select 
Weekly news service 
Due to the ever-increasing activity 
on the part of the trade rehabilitating plants, buy- 
supplies, etc., the pub- 
lishers are furnishing advertisers with a weekly tip 
service advising of these activities, 


Se. old 
Member of Audit Bureau of Circulations. 


ers, 
list of outstanding retailers. 
to advertisers. 


Grain and Feed 


GRAIN & FEED JOURNALS CONSOLIDATED 


A merger of Grain 
(established 1898); 


Published by 
Blidg., 
trades for thirty-five years prior to Prohibition and 
was the undisputed leader in its field. Mr. Lee W. 
the son of the original founder, and for many 
co-publisher with 
Assisting him are ‘a number of the 
country and abroad. 


wine field, 


ing old stocks, 


MIDA’S CRITERION 
Publishing Co., Daily 


wineries, import- 


liquor and wine 


is the present 


the liquor and 


and The Price Current- 
(established 1844). 
Wednesdays of each 


Lumber 


Paid circulation exceeds 5,000; 


erators of grain elevators, feed grinding and mixing 


431 

1873. 
of the lumber 
newspaper 
destinies of large enterprises. 
correspondents 
ducing 
ings each week. 
dising 
tion 


These flelds are reeognized as the 
complete elevating, 
equipment for the 
processing of grain 
for the grinding and mixing of feeds. 


950 Merchandise Mart, 
Forms close 1st of month. 


AMERICAN LUMBERMAN 


8. Dearborn 
News of national scope embracing all branches 
primarily a principal's 


More than 100 paid 
in the principal lumber pro- 
supply late happen- 
Special features provide merchan- 
legislation at Washington, transporta- 
markets and news regarding lumber- 
Agency commission, 
plete plates are furnished, otherwise 
We invite inquiries for 


and marketing centers 
ideas, 
matters, 
men and 
when cor 
10% with 
rates and 


Ill. Established 


men who guide 


Leading hotel tech- 
Has held the confidence and respect 
its field for 40 years. Read and kept for refer- 
by most of America’s leading hotel men. 
subscribers represent a group directly responsible for 
the spending of almost a billion dollars yearly. 

Write for Audit Bu- 


327 8. 
industry, 


reau of Circulations’ 


MANUFACTURERS’ 
South's leading in- 
al, construction and business paper. 
Forms close 8 days 
special one-time advertisements, 
Subscription price, 


Reaches executives and operative 


as well as public officials, 


charge of the South's 
items are published 
Construction Bulletin, 


important activities. 


which is sent to regular ad- 
vertisers to help them develop Southern business and 
the annual subscription price being 


Milk 


scientific and technical 
lished on 
Type 
eign and 
commission, 
20th of billing month. 
half-page, 
page, $85; 
serts 90% 
New York and San Francisco. 


MILK PLANT MONTHLY 

Covers fluid milk 
Read by milk plant owners, executives, 
staff, managers, etc. Pub- 


La Salle 
page Subscription, $1. For- 


when bills are paid in full by 
One-time page rate, $100; 


quarter- page, $26. 


15th preceding. 
B. C. Agency 


Twelve times: 


n- 
Representatives 


Non-Metallic Minerals and Products 


330 8. Wells 
duction of cement, 


Circulation covers 95% 
ing power of 


ROCK PRODUCTS 


Devoted to the pro- 
crushed stone, gypsum, 
phosphate, sand and gravel and other rock products. 
of the tonnage and purchas- 

Members A. B. C. and 
Pulished monthly; issued 25th of month. 
preceding publication date. 
Advertising rates: 13 times, 

7 quarter-page, $47; 
quarter-page, $55; eighth-page, $35; one-time 
page, $175; half-page, $95; quarter-page, $65; 
for covers, preferred posi- 
epplication. New York 
Cleveland, O., 522 Citizens 


inserts and color on 


$145; half-page, 


THE NATIONAL UNDERWRITER-ROUGH 
NOT uP 


Including the National Underwriter, 


fire and casualty; Insurance Decisions, 
and surety; The Accident & Health Review, monthly, 


, health and accident. 
covering home offices and 


[ — 


549 W. Washington St 


month 
resentatives, 
Wabash 
York City, 
St., 


THE FENSHOLT COMPANY 
ADVERTISING 
Specialists in Sales Promotion of Electrical & Mechanical Products 


Chicago, III. 


cago, 
New 
gomery 


| TRADE MARK REG US PAT OFF 


&sono-poré 


CATALOGS—SUPPLEMENTS—FORMS 
PARTS LISTS—ANNUAL REPORTS—ETC. 


This quick and economical lithographic method of fac- 
simile reproduction will help you make a substantial 
saving in time and money on many of your printing 
requirements—Eliminates engravings and composition. 


Write or phone us for samples 
and information about Econo-print 


Econo-print Department 


a eorg oe WEINSHEIMER COMPANY 
22 SOUTH WABASH AVENUE—CHICAGO 
Telephone Calumet 7200 


4. B. FP. 
Forms close 
Type page size 7 
page, $130; 
eighth-page, 
$80; 

rates: 
eighth-page, 
tions, 

effice, 250 Fifth 
Bldg. 

Paint 


AMERICAN PAINT AND OIL DEALER 


3713 Washington 
monthly; 
forms close 
7x10. Advertising rates: 


$250. 


12 times. 
times, 

times, $112. 
times, 

times, 


Painter & > 
15%, when bills are paid 
following 


$94. 
$63 
secutive in one year in combination with American 

Agency commission, 
in full by the 10th of 
No cash discount. Rep- 


Mo. Published 


publication month. Last 
of preceding month. Type page, 
1 page, 1 time, $188; 


time, $376; 
time, $138; 12 


time, $75: 12 
12 pages con- 


Room 1319, Chi- 


: 51 Madison Ave., Room 3102, 
phone Ashland 4-0686: 155 Mont- 


$50; 13 times, 
One-half page, 
times, 
1 time, $12.5 


52 times, 


bills are paid 
invoice. No cash 
Dearborn St., 
51 Madison Ave., 
Ashland 4-066; 


Touis, 
Forms close Tuesday pre- 
date of 
must be received 


$20; 


AMERICAN PAINT JOURNAL 
8713 Washington Ave., 
weekly every 
ceding 


Mo. Published 


are desired, copy 


days preceding. Type page, 
One page, 1 time, 
$40; 52 times, $35. 


times, $22.50; 28 


One-quarter page, 


26 times, $10; 


Agency commission, 15%, when 
of month following 
Representatives, 343 8. 
Chicago, Wabash 1154; 
Rooin 3102, New York City, phone 
155 Montgomery St., San Francisco. 


AMERICAN PAIGTER AND DECORATOR 


3713 Washington Ave., 


Louls, Mo. Published 


monthly; issued Ist of cen month. Last forms 


close i5th 
Advertising rates: 
$188; 2 pages, 
thirds page, 


page, 1 
page, 1 


rate: 12 pages 
tion with 
Agency commission 
full by the 10th 
cash discount. 

St., Room 


son Ave., 


land 4-0686; 
Cal. 


Type page, 7x10 


One page. 1 time, $220; 12 times, 
; 12 times, $300; two- 
times, $138; half- 


$110; one-third 


$72. Combination 
consecutive in one year in combina- 
& Oil Dealer, $300. 
when bills are paid in 
following invoice. No 


343 S. Dearborn 


Wabash 1154; 51 Madi- 
Room 3102, New York City, phone Ash- 
St., 


San Francisco, 


Paper 


ENVELOPE & SPECIALTY PAPER INDUSTRY 


185 N. Wabash Ave., 


Printing 


205 W. 


The practical 


nal for 


and allied 


fluential 


date of 


page rate 
sworn net 
price, $4. 
tiser reaches 
and A. BR. P 


magazine of its kind, 
ments conducted 
of each month; 


INLAND PRINTER 


Established 1883. 


business and technical jour- 


of the printing 


Pre-eminently the most in- 
containing depart- 


Published the Ist 


forms close 15th of month preceding 


6%x10. One-time 


12-time page rate, $140; actual 
8.748; subscription 
Through the Inland Printer the adver- 
Member A. B. C. 


Purchasing 


MACRAE'S BLUE BOOK 


(America’s Greatest Buying Guide.) Used by the 
most important of those who buy or specify in all 
lines of industry, including manufacturers, jobbers, 
ateam and electric railroads, public utilities, con- 
ractors, architects, engineers, exporters, chambers 
of commerce, public libraries, ete. Circulation, 
13,500—more than 50 per cent greater than any 
somewhat similar publication. Over three thousand 
pages of valuable information, typographically com 
ecact. Pages, $375; half, $225; quarter, $125. An- 
aually, May 1. 18 E. Huron St., Chicago; 51 Mad- 
ison Ave., New York. 


Refrigeration 


ICE AND REFRIGERATION 
435 Waller Ave.. Chicago. New York office, 520 
Singer Bldg. Founded 1891 Published monthly 
by Nickerson & Collins Co. The oldest and largest 
journal devoted to the refrigeration industry. It 
particularly covers the following fields: Ice, cold 
storage, packing house and allied industries. It is 
the official organ of 41 national, sectional and 
state trade organizations. It circulates among plant 
owners, plant managers, architects, consulting and 
operating engineers. Forms close 15th of month 
preceding date of issue. One-page rate, $110; three- 
page, $99; six-page, $93.50; 12-page. $82.50. Rates 
based on amount of space used within 12 months. 
Type page, 7%xl0% Inches. Circulation sworn, 
net paid, 5,943. Subscription price, $3 per annum. 


Roads and Streets 


ROADS AND STREETS 


has been the leader for years in advertising volume. 
It carries more than three times its nearest competi- 
tor. It is the only publication completely covering 
the highway construction and maintenance market. 
This $1,000,000,000 market is now showing the quick- 
est recovery. The twice-a-week construction reports 
published and sent to the advertisers of Roads and 
Streets tell the story and show coustruction equipment 
and material manufacturers where this money is be- 
ing spent. Write for a sample copy of these con- 
struction reports. Gillette Publishing Company, 400 
W. Madison St., Chicago, Ill. 


Seed 


SEED WORLD 


Consider the seed trade and associate lines, serv- 
ing more than forty-one million customers, farmers 
and suburbanites. Seed World reaches retail, whole- 
sale and mail order seed merehants, florists, nur- 
serymen, hardware, drug and other dealer trade 
catering to agricultural ard horticultural require- 
ments. Seed World reader survey shows this to 
be an annual hundred millior dollar market. For 
illustration—fungicides and insecticides sales per 
year alone amount to $7,200,000. Publishing staff 
includes agricultural college graduates with U. 
Department of Agriculture training, and men of 
practical business experience in their respective 
lines. Published every other Friday. Forms close 
Monday preceding. Type page, 7x10. One-time 
page rate, $110; 26 times, $75. Agency commis- 
sion, 15%. Subscription price, $2. Write for 


sample copy, rate card, circulation statement ang 
copy of survey. Publish also annually Seed Trade 
Kuyers’ Guide and Directory. 


Telephone 


TELEPHONE ENGINEER 


(International Technical Journal.) 185 N. Wabash 
Ave., Chicago. Only monthly serving entire telephong 
industry, world’s largest utility. Annual equipment 
expenditure approximately billion dollars. Much of for- 
eign equipment purchased in United States. Monthly 
publication gives advertisers 30-day life. Moderate 
monthly appropriations assure consecutive contact 
with buyers. Reaches executives, managers, com. 
mercial men, superintendents, engineers, plant men, 
chief operators, wire chiefs, linemen. Articles on 
engineering, maintenance, Management, commercig) 
practices. New modern cover, new typography, en. 
amel paper throughout command maximum reader 
interest. Because advertising pages share extraordj. 
nary reader influence, advertising effectively reaches 
those originating or specifying purchases. A ver. 
tising rates and circulation statement on recuest 
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TELEPHONY 


Published every week on Saturday by Telephony 
Publishing Corporation, 608 S. Dearborn S8t., Chi- 
cago, telephone Wabash 38604. Contains the tele- 
phone industry's news and articles on plant, trafic, 
commercial and engineering subjects. It is there. 
fore read with interest by everyone in the telephone 
business, including executives, managers, engineers, 
plant men, chief operators, wire chiefs and linemen, 
Subscription, $3 per year. Type page, 7x10. Circy. 
lation, 5,815, divided: Bell companies, 868; Inde. 
pendent companies, 4,947. All regular acivertisers 
are entitled to complimentary copy of Telephony's 
Directory, containing complete list of telephone ex- 
changes and buyers of material. Advertising rates, 
sasmple copy and breakdown circulation statement 
on request. 


Textiles 


AMERICAN WOOL AND COTTON REPORTER 


530 Atlantic Ave., Boston, Mass. ‘The recognized 
organ of the cotton and woolen industries of Amer- 
iea."" Member A. B. C. Published weekly; issued 
Thursday. Last forms close Saturday noon preced- 
ing publication date. Type page, 7x10 inches, 
standard; one-time page rate, $150; 12-time page 
rate, $130; one-time half-page rate, $80; 12-time 
half-page rate, $65. Discounts to recognized agents 
furnishing contracts and copy service; circulation 
eee furnished on request; subscription price, 


Tractors 


FARM IMPLEMENT NEWS 

131 8S. Dearborn St., Chicago. Established 1882. 
For the trade in farm operating equipment, includ- 
ing implements, hardware, tractors, tractor equip- 
ment, engines, lubricants and motor trucks. Issued 
bi-weekly, Thursday. Closes 10 days preceding 
Type page size, 7%x10%. One-time rate, $120 
Member A. B. C. The only national paper in the 
general tractor field. Far in the lead on tractor 
equipment advertising. Read by all tractor manu- 
facturers. Has national jobber and distributor cir- 
culation. Dealer circulation covers best tractor ter- 
oes Also issues Tractor Field Book, annual, 
uly. 


Industrial 
expositions 


March 5-9. Eleventh Annual Oil 
Burner Show at Commercial Museum, 
Philadelphia, Pa. 

March 7-14. Home Beautiful Expo- 
sition at Cincinnati, O. Ernst Gwin- 
ner, 1252 Elm St., Cincinnati. 

April 16-21. Oil Equipment & Engi- 
neering Exposition, Houston, Texas. 

April 23-27. Thirtieth Annual Knit- 
ting Arts Exhibition at Commercial 
Museum, Philadelphia, Pa. Albert C. 
Rau, manager, 329 Park Square Bldg., 
Boston, Mass. 

May 12-19. Eighth International 
Petroleum Exposition, at Tulsa, Okla. 
William B. Way, general manager. 

Oct. 1-5. National Metal Congress 
and Exposition, at Port of Authority 
Bldg., New York. 

Oct 15-20. Dairy Industries Ix- 
position, at Cleveland, Ohio. 

Feb. 11, 1935. Third National Knit- 
wear Industrial Exposition, at Grand 
Central Palace, New York. <A. B. 
Coffman, manager. 


Glantz Transferred 

Norman A. Glantz, formerly in 
charge of advertising and sales pro- 
motion in the Chicago district office 
of B. F. Goodrich Company, has been 
transferred to the Akron offices as 
assistant to F. T. Tucker, manager of 
tire advertising. He will assume 
charge of retail store advertising. 


Fruehauf Trailer 
Prepares Drive to 
Fleet Operators 


Detroit, Mich., Feb. 26.—Fruehauf 
Trailer Company will shortly launch 
an aggressive campaign to executives 
of large corporations employing ex 
tensive transportational equipment 
This program marks a change in 
advertising policy, as all advertising 
in recent years has been directed to 
the individual owner and driver. 

Preceeded by a unique 24-page 
hand-set booklet, “Executive Think 
ing,” which will be mailed to a 
selected list of 1,500 executives, the 
drive will get seriously under wa) 
with full pages in Power Waygoli, 
Commercial Car Journal, Wester 
Truck Owner, Distribution & War 
housing, National Petroleum News. 

Iniversal Shippers Guide and 1! 
truck association papers. 

The booklet, which is essential) 
an educational program directed 
the executives, will introduce the 
magazine copy theme, showing tl 
dollars and cents savings made pos 
sible to the manufacturer throug!) 


‘the use of trailers in compariso! 
|with other transportational methods 
Momentarily the campaign is to 
confined to trade publications ané 
direct mail, but there is a strong P0* 
sibility that other media will be 
added later. The program in its e2 
tirety has not as yet been completed 
L. C. Allman, advertising man: iger, Is 
in charge. All Fruehauf advertisilé 
is placed directly by the company. 


upon request. 


17,000 


self-serviced fleets of ten or pod automotive vehicles are reached 
monthly by 


FLEET OWNER 
90 West St., New York, N. Y. 


Whatever your product, if it’s used by the fleets, we probably have 
survey that will interest you. Recent ones include pistons, piston rings; 
jacks, lifts, etc.; welding and cutting; radiators. They may be 


—— ad 


% 
t 
# 
4 


‘3 
q 


0 =, 


. “en, ee - ae “9 Ses : eee ny, ean eo aN mt Sa). all SO es a. pd SA thy Me CR ite te ae” AG SR nr « Sees alee ee Le = Pie ee ow e sey Bh poo Sate PELs aie) Se a : ae a an 5 aS) Pe oy nh 4 . atte = i ai tie ef sie 
hy Ww Yn. ard h x b os - 4 2. bs nl OL ‘er’ ia > 4 ) " , » 4 * - “ . é a # ow ne Ny f. ¥ PP dl hen te . aig’ See os 
pe a sie 2 — fi alte a = Le ol ig : = i f° Ty. RE Pe ai an a B03 fi os fas per ¥ r thie he c eit 2 Na Lee er 
= * | As 5 has rates tae pam Se MeL aghhc eae Sa ee aN ep mS, Rommel ta Seat SIGE Oe ’ : » De RE a ie ee Bee ae co aity EE 
: * ) ee oe i: | ay > +5 od . f DE PNgyee =a: ae ; * ; raaey ‘ ae re 7 oe ers yea RN Sa tsb AS ATO TLD ORC, OF, , beh a . ae Se Nae Se eee A ee Se 
; ea : , } : eran! 
oa : 3 Pe 
; 
2 ee * 
ae ae RA 
ache : aa. 4 ae aa a la BL 
oe en ¥ : ———————— : 
— | Fur me all branche Pe *s 
| |Furm Implements ha 2 
s +. 
<A ——— ——— ee » world & 
[ or a ———— ee 
431 8. Dearborn 8 —— : | a 
jobbers and dealers interested in implements, trac- a 4 
wors end other farm equipment lines Issued bi — 
weekly, Thursday. Closes 7 days preceding. Type | ™™" aimee CSC ‘sg 
bef a. iC. “is | 
ments, annual director Also eld 
Book, issued annually in July, Es | —— _ ' 
. paper of this field. Established 1882; oldest in the ' 
jela First publication on nine out of ten lists 
Ps ee —_=#838=— ES tae nil ie 
eo ie Csi ee 
| PC 5 
Oe ete : 487 Broadway, New York. Established 1871. O 
ae 8G - | world, and the only semi-monthly. Carries all news ; 
a nial a Pertinent to the profession, exclusive educationa 
“oe oa articles ee _ 
5g ee | tures. Its high subscription rate assures a con- —_—_—_—_— = 
a atituer , f ; ‘ pract a ; 
eee x 
es 
a hee 
Rese 
aS ome 
ee» 
ete saeaneeactenninbeindiininmmmunianieasansnaninnnatinis 
aryl —— SCS | 
uJ ie ae 4 
cele eS ESSE 
i ae esters, Journa! iii ee 
Bie Tame | Dealers Journal |— _ aad 
Thc ala | ‘ater & Grain 1 0 ciealadialiiieashmteenteaiainal ; 
pret eS eat | World (establish | | 
Sear ieee | Grain Reporter rs PETS Ef Dee ; 
p ben eo j ond and fourth cme I ee 
5 ees = ee ens : 
i rake ae | [fF & 
r. e 
oie bat (a ee a 
= oe ie Hotels SC = 
ig aie | ——————————————— ; 
ae a 
poe." THE HOTEL MONTHLY a ; 
a cee ree 3 
Seay Type page, | 
<i et Txt One-t e pag amie $ half-pae, 80 UO™—————_—— eee 
— 12Z-time pag } half-page $60 Agency dis- r | 
pis eae ae a 
ie, ae 
ee E 
ge ee el 
Ae < 4 CE statement. John Willy, Inc., | ‘ 
| Ce) Gemma publisher | 
3) su che | | r 
= gl aie: eee 
a a eae F | | 
a Industrial i LAT ALT ae - 
oie on Ey | —_— —  ——_—— S=S====[={=[_[__—==I=[{[_*=T*"{]S_[SS>>>>_—_—_— ee : =3 
see” ile 2 | | 
A ca, = ce } na) 
Shy) aeons ——— | asian mail chai age naa imcemacamasnanm sia amemamamatrial oF 
a oe | es 
“ahead — | | 
a pe ene ee ; 
Ys pars $2. Distribution, 1 pies 1 hly, of which 
Tn aia 85% ere South, es | 
‘ te Se | officials of South's important industrial, railroad, | oe 
fee tee | financial, public utility, engineering and _construc- | | nS | 
sit > eee F tion enterprises, Es archi - — - - | 
Se aa tects, engineers, ont tors and others in direct 
e Fe About | 
ib ee the Daily 
Pe 4 ay 
eee ei. 
Si $10. Member A. B. C. Branch offices: New York, 
% r a ae Chicago. 
<A emenaneinne | 
y SC 
ees Insurance 
we ie a 
& aay r | 
. Ses ? a § 
oes oe ee _ ro | | 
J casualty; National Underwriter, weekly, life; Insur- : 
ely ance Sale ntl fe; Rough Notes, monthly, | 
ene Pp Two, paces, 1 f 
3 ade ee accident and healtt aI Two-thirds page, 1 , | 
eee us aie | monthly, industrial ~~ 0U0UlUttt”t”~—~Y One-half_page, 1 3 
ee oe circulation, over 70,00 f 
. SS ET sine te aR | 
a ag, coal ( 
ee re 2) j 4 
one. ade oA) a 
gel! 7 eg lines 
se ak Po 4 
: eat i ——- $$ ‘ 
7% | 
Bid l 
tog | t 
Sas : 
: Boe 
7 ae she 4 Advertising l 
ae eat” $45; 26 : 
ee ae ee ——————————————e—————————— eee 1 time, $25; 13 2 
— PUA 2 times, $17.50. 
er erg 
a Beara yt . : 
ent te By i a SOP Cae Se Le Dag 2 eae Ay Nite a “ Ai ~ ae £ _ s = 
as ; Peer ge 4 
. oe Ss et te os 5 
eer. ie ; eee —___—__——- i 
Bay ie ; og | | 
rs ae. { +) | 
ie ee aay en moma 
cae j : 
oP og 
- ae ue ; 
4 sigs ; ; ; 
nd Bee | 
“Maat | 
Wig + | 
- | 
a | | ® $ Po 
7 og s 
z ed GUD = 
a a «~ 
bs sills _— - i 
3 a, fT ABT d 
ee Tye ET C 
oo ee — es 6) Qj —— 2 —, OY ‘a Us _ a 
Te ta © C6 os ‘ 
— — <a, 22 Oo =“ b 
ee afin & if — 7 ~ 
; fh on pst isesessssnsesmnaonos | 
= At ey eZ mm 3 ' 
Rs 11cago. 
2 — EE TT PONS 
— Se 
- Pe A 
NN lal 
; TA \ 
Me Wacker Dr., Chicago, 
SS atone) N 
a MEE sexecutives and ¢ [ 
; a. | industries 
eae ae | 
‘ee a 
aie Rete | | 
Be; A ge 
a raat oe 
ee Pag 
vitae a) NN 
‘ths hes bes 
yee oe j ; 
Nhs a papa hetlee ee oe ener ies - a ee ren Te aay hy Bigg ek Ne Ds =e : Sees Ses gre ose rs / | Rate: <a 
CRS Ga as aa» Nae SCENE emma ie MANO i ee ats Inte e air ty Ce CN OAL alae Si) Ba ae aed eo”, NERO IE NC [BR REET WE Me Nene SRI nee ee CV a ar gee TORT ae WES 5 Oe gp eR 20 otc amey: ) Fiala el nae erat hah ao 
BA Salat seme a ERR ROP re IRE Seo Be es 00) Senet ty FG AN acy en ho. epee Sega at = ae” RU Maat eed nee ST apse: - aS oe ‘CRP Sco i EL ee cae ON - lke’ Soy ae 
: pace ye ee f Fh eghinhces | Passa cond Oper Dey oo A, cei Cae RN SR se vs oh AAAI ee EAP ER CINE SRT Pe ey ei a © <= MmeugeeT Lae 10 CRUG Oe aC ar Mae eae Re Ail ae alee hall ore eRe a oa RS a aR CY Sn RR Re ara ane: - Seem a linc PUES Paes et 
pate z AY SEE. ene Spa? oF Pes i Ex Re =, noe ties = Pore Nidiean BR es Wiac ey net ce eae ria a aty pon ere Sete ROE ote ted Nati Wine ae pe ape: Wa oe sae eld ey as Rae eee s fe URI “aha FORG te ue ‘= i coe Gene SO epee mer ee een pe aes pha AS Kea See 
ana UY Oe sey a bd “a t Pale ob Nee) 2 oa VFO Ie NM oe RS a rn 7 eae Serine treat RS Bs OU ee Vo Sa) 8 SE aa a aa 20>” wy en hak OO ot ae ica h SR ame ake AMR ec aia er lea Xo iy Ro ee SE pee as I asl oe eee Ae SU OE Se OER Dag, ae hs SURE Ole a PA 


March 3, 1934 


ADVERTISING AGE 


rte OR Fe; ee Oe a ee ee aed ae 


Nias: BOOP a ey Rene.) Meee cam ae St cue ar Saag Tae A ss 
. ha ae 2 ee Re Pet a, = ee 


11 


— 


ST. LOUIS COUNCIL INSTALLS NEW OFFICERS 


Installation of new officers, governors, and committee chairmen of the Industrial Marketing Council 
of St. Louis, was also the inaugural of an annual stag party. R. E. Sturhahn, advertising manager Mon- 


santo Chemical Company, is the new president. 


H. von P. Thomas, advertising manager Bussman 


Manufacturing Company, presided as toastmaster. 


DISTRIBUTION OF 
CATALOGS DIFFER 


(Continued from page 1) 

bution is made to new customers 
ind old ones that qualify from the 
iewpoint of volume placed with us. 
Ve advertise the general catalog in 
ijl of our annual catalog and direc- 
tory advertising, and to a much more 
limited extent, in our regular busi- 
ness paper campaigns.” 


Restrict the Distribution 


Mr. Metz said that while coupons 
nerease the returns considerably, 
they are not favored by Graybar. In 
short, the policy is not to secure as 
wide distribution as possible, but to 
confine it to those whose purchases 
show their need for it. 

While the A. M. Byers Company, 
Pittsburgh, refers to its catalog in 
most of its advertising, it depends 
largely on personal contacts and di- 
rect mail for effective distribution of 
it and all other sales literature. G. 
B. Cushing, advertising manager, 
said the company also supports its 
distribution of catalog data through 
Sweets Engineering Catalogues, 
where it tabulates in abbreviated 
form the information given in the 
company's own catalog. 

Seeking only quality requests, the 
company has never used its adver- 
tising for the sole purpose of se- 
curing catalog distribution, nor has 
t utilized coupons. 

Don Allshouse, advertising man- 
iger of Northern Equipment Com- 
pany, Erie, Pa., devoted half of his 
full-page advertisements in business 
papers to the catalog in a recent 
campaign. All inquiries were re- 
ferred to the company’s agents, who 
were thus given valuable contacts, 
and who were able to weed out in- 
quilrers not qualified as sales pros- 
pec ts 

(. Van Alstyne, advertising man- 
ager, Air Reduction Sales Company, 
New York, said it is important to 
sell” the new catalog to the com- 
Pany’s oWn salesmen. 

Charles Chamberlain, advertising 
Nahager of Jenkins Bros., New 


STRAIGHT 


to the Man You 
Want to Sell... 


‘where your advertising message goes 
rae placed in MACHINERY. In plants 
wich account for 93% of the buying 
by the Mechanical Industries, MA- 
‘ERY guarantees and proves cover- 


done 


CHit 


t9e of the key executives, the active 
“ying influence, and gives the adver- 
‘ser authentic, current facts on the plants 
8nc executives reached. 

tee for the bookle-—''Who Sees My 
~vertising,” also — “Analysis of MA- 


CHINERY'S Distribution." 


MACHINERY, 140.148 Lafayette St. 
NEW YORK, N. Y. 


MACHINERY 


DESIG 
=——— 
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York, shuns the use of coupons, be- 
lieving they attract professional cou- 
pon clippers. Jenkins Bros.’ cam- 
paign on their new catalog was 
recently described in CLass & INDUs- 
TRIAL MARKETING, About 35,000 cop- 
ies have been distributed under this 
| plan. 


Niessen Stresses Quality 


Cutler-Hammer, Inc., Milwaukee, 
mentions its catalog in all product 
advertising where wider distribution 
is desired. Leonard Niessen is not 
prepossessed in favor of coupons. 

“You can always get catalog re- 
quests,” he commented. “The objec- 
tive is to get them from the right 
type of companies.” 

L. J. Wischerath, advertising man- 
ager of Buffalo Foundry and Machine 
Company, said any general discus- 
sion of catalogs reminds him of the 
attorney who admonished the wit- 
ness to answer yes or no, then pro- 
pounded this question: “Did you 
strike your wife this morning?” 

Herman Nelson Corporation, Mo- 
line, Ill., publishes a separate cata- 
log for each of its major products, 
according the distribution problem 
different treatment in each instance. 

A. H. Fensholt, president of the 
Chicago agency of that name, be- 
lieves general distribution of an ex- 
pensive catalog is inadvisable. 

“A large volume of inquiries un- 
avoidably dilutes the quality of the 
inquiries,’ Mr. Fensholt pointed out. 
“It is our opinion that catalogs 
should be distributed in response to 
salesmen’s requests. Even here it is 
common practice to scrutinize these 
requests closely to be sure that dis- 
tribution does not become too pro- 
miscuous. 

“Salesmen are inclined to grant 
requests for expensive catalogs when 
it is obvious that the individual re- 
questing it buys too little to justify 
the investment made in him.” 

Black & Decker Mfg. Co., Towson, 
Md., publishes a tool catalog pri- 
marily for the information of job- 
bers’ salesmen, hence has never 
sought to merchandise it. 


Job of Salesmen 


Westinghouse Electric & Mfg. Co., 
East Pittsburgh, Pa., depends on 
salesmen to get catalogs in the 
hands of key buyers, J. H. Waxman, 
supervisor, apparatus promotion ad- 
vertising department, explained. 

Most of the current Westinghouse 
catalog material is now being issued 
in loose-leaf form. These sections of 
from four to eight pages are fre- 
quently offered in advertising, the 
purpose being primarily promotional, 
however, rather than to provide the 
prospect with permanent reference 
information. 

T. C. Fetherston, advertising man- 
ager of Linde Air Products Company, 
New York, said no general rules can 
be laid down, and that each catalog 
presents a separate problem. 

W. T. Watt, advertising manager 
of Fairbanks, Morse & Co., Chicago, 
made the point that each catalog 
| Should have its own distribution list. 


Louis H. Brendel 
in Agency Field 
| Louis H. Brendel, advertising man- 
ager of the Mason Regulator Com- 
pany, Boston, has resigned to join 
the K. R. Sutherland Company, ad- 
vertising agency of Boston. 

The Sutherland Agency has be- 
come an associate member-at-large 


N-CONSTRUCTION-OPERATION | Of the National Industrial Advertis- 


ers Association. 


E. A. A. Appoints 
Research Bodies 


Milo E. Smith, president of Engi- 
neering Advertisers’ Association, Chi- 
cago, has announced the personnel of 
three research committees. The list 
follows: 


Winning salesmen’s co-operation in 
the use of industrial advertising: W. 
R. McEwen, Cherry-Burrell Corp., 
chairman; M. D. Pugh, Illinois Test- 
ing Laboratories; Harry Ehman, 
Heinn Company; sponsor, W. I. 


Brockson, Commercial Advertising 
Agency. 

Branch offices or jobbers?: E. J. 
Heimer, Barrett-Cravens Company, 
chairman; R. G. Lund, Austin-West- 
ern Road Machinery Company; H. L. 
Delander, Crane Company; sponsor, 
B. R. Graff, Creamery Package Manu- 
facturing Company. 


Relation between sales and adver- | 


tising departments: H. N. Baum, 
MacRae’s Blue Book, chairman: O. A 
DeCelle, International Filter Com- 
pany: H. W. Stoetzel, Republic Flow 
Meters Company; sponsor, A. De 
Young, Whiting Corporation. 


Schedule 1934 
Convention of 


NIAA for Fall 


Chicago, March 1.— The directors 
of the National Industrial Advertis- 
ers Asociation have decided to hold 
the 1934 Industrial Marketing Con- 
ference in the fall instead of spring. 
The actual date has not yet been set, 
but it will presumably be between 
September 15 and October 15. The 
place has not yet been set. 

In deciding to hold the Conference 
in the fall the directors considered 
several angles, probably the most im- 
portant being the fact that there is 


for 


EAST IS EAST 
and 
WEST IS WEST 
And Never the Twain Shall Meet! 


—And it is just as true in industrial sales as in 
anything else. 


-| put to use 


jan inescapable let-down during the 
|summer months which tends to de 
stroy the enthusiasm created at the 
| conference. 

| In addition to slowing down as- 
| sociation activities and making it 
| just that much more difficult to speed 
| them up in the fall, it is felt that the 
individual who attends the con- 
| ference is not as likely to be able to 
what he has learned as 
| well during the summer as when the 
conference immediately preceeds the 
time when he is starting to plan his 
next year’s campaign. 

Furthermore the advertising ex- 
hibit which is always an’ important 
part of the N. I. A. A. Conference can 
better reflect a complete year’s cam- 
paign if held in the fall than in the 
spring, and this will be especially 
true in 1934 when many campaigns 
got late starts. 

The directors felt that attendance 
would be at least as good and prob- 
ably better in the fall during normal 
years and that this would be even 
more true this year for the reason 
just mentioned—that the average ad- 
vertising manager will probably be 
unusually busy this spring. 


Called “Hospital Forum” 


The Western Hospital News 
changed its name with the January 
issue to Hospital Forum. 


Years ago, a contractor from California leaned 
across the table and said, ““We don’t care what east- 
ern contractors are doing. What are they doing with 
your machines out here?” 


The West—the South—the East—each is a 
country within a country—and the difference in atti- 
tude and manner of doing things may be the cause 
of much advertising waste. 


The long sales experience of the staff of Russell 
T. Gray, Inc., the extensive contact with dealer and 
agent organization of all kinds throughout the coun- 
try and the unusually close contact with clients doing 
a national business permits us to give sound advice 
that eliminates advertising waste. 


We know how to advertise profitably—how to 
help you reach each individual industrial market in 
each individual territory. We make your sales prob- 
lems our problems. 


The fact that we still have our first client proves 
the quality of our service. 


Why not let us talk it over. There is no obliga- 


tion involved. 


RUSSELL T. GRAY, Inc. 


205 W. Wacker Drive 


Chicago, Illinois 
Telephone Central 7750 
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(Continued from 
bers. He is the only 
publisher on this board. 

Perhaps the most ,outstanding pro- 
vision contained in the new  peri- 
diical publishers’ code is that relat- 


page 1) 
business paper 


ing to semi-annual circulation state- | 
ments. Heretofore, only about 20 per | 
cent of the circulations of business | 
papers have been audied by disin- 


terested organizations, advertising 
managers and others being forced to 
guess to the accuracy of figures 
submitted by others. The last an- 
nual report of the Audit Bureau of 
Circulations showed only busi- 
ness paper members. The Controlled 
Circulation Audit has slightly less 
than 60. 
Helps Space Buyers 


While some of the publications 
outside of these organizations submit 
office statements or some other 
proof of circulation, many have had 
little documentary evidence to sup- 
port their claims. While some worthy 
publications are found in the non- 
audited ranks, the whole situation 
has been unsatisfactory to buyers of 
space. 

One of the knotty problems con- 
fronting the Periodical Publishers In- 
stitute is to decide on interpretations 
of the various provisions of the code. 
The necessity for this is stressed by 
the very first clause: ‘Editorial in- 
dependence by publishers must be 
kept inviolate.” Since publishers are 
required to make annual statements 


as 


Ly he Se) 
“vm 


post 


of ownership, this clause evidently 
is not intended to prohibit stock 
ownership by advertisers or others. 


What it does mean will probably be 
revealed by the Institute in the near 
future. 

How much rate-cutting has existed 
in the business paper field is a mat- 
ter of surmise. The growing habit 
of industrial advertisers of employ- 
ing agencies has undoubtedly mili- 
tated against cut rates, for agencies 
have always been inclined to judge 
a paper solely by its circulation and 
have seldom or never asked a pub- 
lisher to lower his rates by way of 
adjustment for circulation he doesn't 
possess. 


Depression Is Blamed 


On the other hand, the recent pres- 
sure on advertising departments for 
big results with little money has un- 
doubtedly led to some demands for 
cut rates. How successful these have 
been can only be guessed at. 

The code will undoubtedly prove a 
stabilizing influence in the business 
paper field, among others. Advertis- 
ing managers who have. privately 
wondered just how much space their 
competitors were getting for their 
advertising dollars will be reassured 
on this score. They will be able to 
turn their attention to filling the 
space with the best possible copy, 
serene in the knowledge that every- 
one in a given field is on the same 
common level. 
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Helping Bakers Since 1887 
330 Se. Wells St. 


CODE FOR PERIODICAL PUBLISHERS* 


Code Authority: Board of Directors, Periodical Publishers Institute 


(c) Editorial independence by pub- 
lishers must be kept inviolate. 
(d) No establishment shall 
late any regulation adopted 


Vio- 
by the 


| National Code Authority designed to 


the publication of mislead- 
ing and/or untruthful advertising. 

(e) The 
circulation records of every  pub- 
lisher shall be open freely for in- 
spection by the United States Post 
Office Department and by authorized 
representatives of the National Code 
Authority, and all reasonable audit- 
able information which they request 
shall be furnished. 

After one year from the effective 
date of this code, the publisher of 
each periodical shall publish in the 
first of such periodical after 
April 30 and October 30 of each year 
a sworn statement showing the cir- 
culation figures covering the issues 
the preceding calendar six months’ 
period ending December 31 and June 
30, respectively, which he has stated 
to his advertisers was the basis upon 
which he sold his advertising. 

In addition each publisher shall 
file with the Secretary of the Insti- 
tute, on blanks furnished by the In- 
stitute, a sworn statement of such 
circulation figures divided between 
copies actually sold and copies dis- 
tributed free. Such information shall 
be made available for inspection at 


prevent 


Circulation Practices, 


Issue 


*No. A-3. 


ithe office of the secretary of the Na- 
|tional Code Authority. Failure to 
comply with the requirements of this 
|paragraph shall constitute a viola- 
tion of this code. 

({) Advertising Rates. It is a 

requirement of this code that pub- 
|lishers must file with the Secretary 
lof the Institute a true and complete 
ischedule of all advertising rates. 
| Failure to do so shall constitute a 
| violation of this code. 
(g) Maintenance of Rates.—Pub- 
lishers shall make no deviation from 
their published rate schedules on file 
with the Secretary of the Institute 
either in the form of money or other- 
wise, or secretly extend to certain 
advertisers special privileges not ex- 
tended to all advertisers under like 
terms or conditions. Where terms 
provide for time or space discount 
and they are not actually earned, 
settlement must be made on short 
term basis. Any deviation shall con- 
stitute a violation of this code. 

(h) Records.— Failure to main- 
tain records or willfully maintain- 
ing or issuing an inaccurate or false 
record of circulation or of advertis- 
ing shall constitute a violation of 
this code. 

It will not be required that full 
circulation records be maintained by 
publications where the advertising 
content does not exceed 5 per cent 
of the total space. 


Periodical Publishing and Printing.—This industry shall in- 


clude all establishments publishing but not printing periodicals and those 
establishments publishing and printing periodicals issued at regular inter- 
vals, but not less frequently than four times per year and from which the 
publisher derives circulation and/or advertising revenue. 


NEW ZINC STORY 
DIRECTED TO ALL 
EXECUTIVE HEADS 


New York, March 1. 
deavors during the past several 
months to expand the use of zine die 
castings, the New Jersey Zine Com- 
pany has widened its advertising 
horizon by addressing three groups 
of executives, those responsible for 
planning, for making, and for selling 
the product, 

Behind this plan is the belief that 
each executive who has anything to 
do with the making or marketing of 


In its en- 


a product can do a better job for his | 


organization if he knows a little 
extra about his fellow executives’ 
problems. Thus the advertising and 


sales executive can achieve better re- 
sults in his own department if he 
learns more about planning and mak- 
ing; the production man can build a 
better article if he learns more about 
planning and selling, ete. 

This idea was crystallized in New 
Jersey Zine’s advertising last fall in 
the publication of a booklet, “Design 
for Profit.” covering planning, mak- 


ling, and selling. It was addressed 
to presidents of manufacturing com- 
panies, designers, production man- 
agers, sales managers, advertising 
managers and purchasing agents. 


Reach Designers 


“Design for Profit,” according to 
officials of the company, was the big- 
gest single piece of advertising done 
by the company in the past several 
months. Its circulation has mounted 
i to nearly 15,000. Its greatest success 
was in reaching designers, a hard- 
to-reach group which during the past 
decade has become very important in 
the industrial field. Company officials 
say the response to the booklet from 
designers was “tremendous.” 

With only the pigs of zine to sell, 
the firm proceeded to make the story 
of its use in all kinds of articles and 
machinery so clear and simple that 
none could fail to absorb it. 


Brodovitch Designs Booklet 


It has been the custom for several 
years to issue a booklet in the fall, 
and heretofore it has been of a tech- 
nical nature. Last fall, the booklet 
Was put in an attractive dress. Alexis 
Brodovitch of Philadelphia designed 
the page depicting the 
house of the future, and another, an 
jautomobile, showing the part zine 
l castings play in each. 
| A number of advertisements in 
metal trade papers were devoted ex- 


covers, a 


_|clusively to the booklet, and subse- 
|}quent advertisements featured the 
use of zinc die castings as the low 


is there a business organization that 
cannot use them to good advantage? 
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Chicago, IL. 


unit cost item for solving production 
problems. 

New Zine advertising has 
been appearing regularly in = LHlee- 
trical Manufacturing, Machinery, 
Automotive Industries, Factory Man- 


Jersey 


agement & Maintenance and Iron 
Age. Schedule for some is nine 
pages a year; others, 15. 


folders 
for 
such 
and 


As a follow-up, a series of 
is now under preparation 
tribution 12 industries, 
electrical, automotive 
echinery, which may obtain added 
profit by employing zine more ex 
tensively. In each folder, the photo 
graphie strips will deal exclusively 
with adaptations of zine die castings 
already successfully made in the in- 
dustry addressed. 


dis- 
to 


as 


toys ma- 


Conway Moves North 

Howard P. Conway has been pro- 
moted from southern sales manager 
lto general sales manager of the Grin- 
| nell Company, Ine., Providence, R. I., 
|}manufacturer of sprinklers, valves 


and fittings. 


= ii taane 


tages of zinc and zinc alloys for 
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ADDRESSED TO ALL EXECUTIVES 


{HE ADVERTISING AceNcy 


; 2 


were to put you 


No executive who may have anything to do with die cast products 
has been overlooked in the booklet, "Design for Profit," issued by the 
New Jersey Zinc Company, New York, which discusses the advan- 


this work, from the standpoint of 


each group addressed. 


HEAR CRITICISM 
OF ADVERTISING 


(Continued from page 3) 
ideas. He is not alert to investigate 
the new modes in publications and 
their real effectiveness in the field. 
Many cater too much to their own 
personal likes as to page size, clos- 
ing dates, and other mechanical de- 
tails, whereas the real thing that 
counts is whether or not the publica- 
tion is read by its recipient. If it 
is, then it will do the job. 


Results as Gauge 

“The advertising manager seems 
to use advertising as an end rather 
than the means to an end. Advertis- 
ing should be expected to produce 
some tangible results. Results 
should be a reliable gauge of the 
popularity of the medium with its 
readers. 

“There is a great lack of knowl- 
edge on the part of industrial ad- 
vertising men as to just what adver- 


tising is doing for their concerns. 
This is due to a lack of research 
and investigation. On the other 


hand, there are many who do keep 
very careful records, but due to care- 
lessness don’t know what is’ in 
them.” 

Mr. Maujer further criticized ad- 
vertising men for not having the 
courage of their convictions. Many 
fine plans have been shelved because 
of reluctance to step out of the old 
tracks and do something new. While 
it is alright to create prestige with 


advertising, Mr. Maujer firmly be- 
lieves that advertising should be 
used to make sales. 

The industrial advertising situa- 


tion would be much better, he con- 
tends, if the men in the industry 
Were more healthfully discontented 
and would display a more 
ambition to find a_ better 
doing the job. 


Plan Direct Mail 
Same As Sales 


e 
Campaign, Baum 
Chicago, March 1.-—The principles 

of good advertising are identical with 
the principles of good selling, and all 


restless 
way of 


direct) mail advertising campaigns 
should be planned and = conducted 
With this in mind, according to 


Harry Neal Baum, of MacRea’s Blue 
Rook, in a recent address before the 


Direct Mail Club of Chicago. 
“A letter or a broadside is very 
much like a magazine page.” said 


Mr. Baum, “and the same principles 
that apply to magazine or newspaper 
advertising apply equally to direct 
mail advertising, although this fact 
is often neglected or forgotten.” 


EDITORS 
told 728.000 


about this advertising 


TEx magazines published ar- 
| ticles in one year on the remark- 
| able results achieved by the ad- 
vertising of one of our clients. 
The President and the Sales 
Manager were asked to talk be- 
fore several organizations on 
this same subject. 


The prize we’ve won on this 
advertising is the biggest there 
is — the satisfaction of knowing 
that our guidance has again 
made a client’s advertising dol- 
lars come back to him multi- 


| plied. 
'llow this advertiser turned a 
casual advertising policy into a 
| business program ; what the edi- 
tors, the President and the Sales 
| Manager said — this interesting 
|material has been photographed 
}and assembled in a folder. \Ve'll 
| gladly let vou study it if you are 
|interested in agency service for 
| promoting sales in any indus- 
| trial markets. 

Isn't that worth discussing, 
especially right now ? 


oO. 8S. TYSON 
AND COMPANY, Ine. 


CLASS & INDUSTRIAL 
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Avenue 


N.Y. 


Member A. A. A. A 


TYSON-RUMRILL ASSOCIATED | 
41 Chestnut St., Rochester, goon 
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